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This thesis is commissioned by Koyama Ry, a judo club from Rovaniemi, Finnish 
Lapland. The thesis concentrates on the field of event management and event 
marketing, where the emphasis is put on how the mentioned fields are or should be 
managed in the context of sports. The theory is constructed in a way that it can be 
used as a basic handbook, or as a source for checking what are the basic aspects 
to be taken into account when arranging events in a judo club. The empirical part 
aims to provide information about the specific event, Koyama-Shiai 2014, to find out 
what were the reasons for the participants to take part in the event, and on the other 
hand, what were the reasons for the potential participants not to participate in the 
event. In addition, the research aims to help to distinguish which parts of event 
management and marketing are handled well and on where there is still need for 
improvement. 
 
The research data was collected in the beginning of June 2014, immediately after 
the event. The survey had 53 respondents, from who 36 had taken part in the event 
and 17 who had not. Due to the relatively low amount of responses of the survey are 
described in writing, and the answers are mainly analyzed by using qualitative 
methods, such as looking for similarities within the answers. Therefore, the results 
should not be used as a generalization of the opinion of all participants of the event, 
neither as generalization of opinion of the potential participants of the competition, 
however, the research results can be used to make general conclusions about the 
event, but it has to be taken into account that most of the respondents were from the 
commissioning judo club. Main results of the thesis and the research were the 
reasons for people to participate in the event, or not to participate in it. Furthermore, 
the aim, in terms of the results, was to identify what aspects of event management 
and marketing were handled well and what should be improved in the future. 
 
The research indicates that the timing of the competition can have a remarkable 
impact on the willingness and possibilities to participate to the event. Also it can be 
seen that the short, or relatively short distance to the competitions is seen as an 
advantage, as distances in Lapland are long. By participating to events organized 
within reasonable distance the travel time and costs can be kept on an acceptable 
level. The research results show that the commissioner has taken into account the 
important basic aspects of event management in this specific event. 
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Opinnäytetyön on toimeksiantanut Rovaniemeläinen judoseura Koyama Ry. Työn 
tietoperusta käsittelee tapahtumahallintoa ja -markkinointia erityisesti 
urheiluseuratoimintaan liittyen. Sen tarkoituksena on toimia perustason käsikirjana 
ja tietolähteenä judoseurojen tapahtumien järjestämiselle. Tutkimusosio on 
toteutettu toimeksiantajan järjestämästä judokilpailusta, Koyama-Shiai 2014:stä, 
tarkoituksena selvittää mitkä olivat osallistujien tärkeimmät syyt tulla kilpailuihin ja 
toisaalta mitkä syyt estivät potentiaalisia osallistujia tulemasta paikalle. Lisäksi 
tutkimuksen tavoitteena on selvittää, mitkä asiat seuran tapahtumahallinnossa ja 
-markkinoinnissa on hoidettu hyvin sekä mitkä osa-alueet vaativat vielä kehittämistä. 
 
Tutkimus on toteutettu kesäkuussa 2014, heti tutkimuksen kohteena olleen 
tapahtuman jälkeen. Kyselyyn vastasi 53 henkilöä, joista 36 oli osallistunut 
kilpailuun, sekä 17 henkilöä, jotka eivät osallistuneet kilpailuun. Suhteellisen 
pienestä vastaajamäärästä johtuen tulokset on analysoitu pääosin kvalitatiivisilla 
menetelmillä, kuten etsimällä samankaltaisuuksia vastausten joukosta. Näin ollen 
tutkimuksen tuloksia ei voida yleistää kattamaan kaikkia kilpailuun osallistuneita tai 
potentiaalisia osallistujia, vaan niiden avulla voidaan tehdä suuntaa-antavia 
johtopäätöksiä, huomioiden erityisesti se, että suurin osa vastaajista oli 
toimeksiantajaseuran edustajia. Tutkimustulos kertoo syitä siihen, miksi ihmiset 
osallistuivat kilpailuun tai miksi he eivät osallistuneet siihen. Tutkimustuloksista 
voidaan tulkita myös, mitkä osa-alueet tapahtumahallinnossa ja -markkinoinnissa on 
hoidettu hyvin ja mitä seikkoja tulisi parantaa tulevaisuudessa. 
 
Tutkimuksessa selivisi, että kilpailun järjestämisajankohdalla vaikuttaa olevan 
merkittävä vaikutus siihen, että ihmiset voivat ja haluavat osallistua kilpailuun. 
Lisäksi kävi ilmi, että pitkien etäisyyksien Lapissa kotiseuran tai lähellä olevan 
seuran järjestämiin tapahtumiin osallistuminen koetaan tärkeäksi, sillä 
matkustusaika ja -kustannukset saadaan näin pysymään kohtuullisina. 
Tutkimustulokset antavat ymmärtää toimeksiantajan ottaneen huomioon tärkeimmät 
perusasiat tapahtumajärjestelyissä kyiseisen kilpailun kohdalla. 
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1 INTRODUCTION 
The judo clubs, as the host of the case event - Koyama Ry, in Finnish 
Lapland have started to increase their internationality. One of their aims is to 
offer for the young people a chance to meet people also from other cultures 
through competition and camps.  The clubs aim to mainly cooperate within 
Finnish Lapland, but there is a will to continue and develop the cooperation 
inside Barents Region as it has started during year 2013. (Seikkula 2013, 4.) 
 
The clubs have also started to develop the organization. For example 
Koyama Ry from Rovaniemi hired two part-time Association Activities 
Developers during year 2013. The main tasks of the employees are to further 
develop the quality of the actions of the judo club, according to the 
”Sinettiseura”-criteria set by Young Finland Association. In addition,  they also 
strengthen the financial and activity resources and take part in the 
management of the club. (Koyama Ry 2013.) 
 
In the clubs there are usually volunteers who have several years of 
experience of management of judo club and their events. Usually the role of 
the people in the organization somehow corresponds to their education, 
profession or interests. However, it is not granted that there are people who 
have education and experience on professional event management and 
marketing, since often there are not enough people for the different tasks. 
This often leads to situation where just the most experienced person takes 
the responsibility to deal with the event management and marketing, 
therefore there is a chance to further develop this field to become more 
professional than it currently is. 
 
The aim of the thesis is to define through research the main reasons of 
people to take part, or not take part, to the competitions organized by the 
commissioner of the thesis. In addition, the aim is to identify how is the event 
management and marketing of international events of the judo club handled. 
Furthermore, the thesis aims at providing information for the commissioner to 
help them to develop their events in the future. 
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The theoretical background is based on literacy about event management 
and event marketing. The specific field of events is being explored through 
literacy related to sports management. Furthermore, the peculiarities of judo 
as a sport and its principles are found on literacy written about judo. The 
thesis is constructed on a way where the order of different aspects follows 
what was logical for the author of the thesis and is also found in literature of 
the relevant fields. However, it is not the only possible order for processing 
with event management and marketing, but one possibility among many 
others. Within the text the key words are bolded. In the research part 
analysis of the results are separated from conclusion, where first mentioned 
part is about explaining what are the results, while the later one tries to tell 
what the results actually signify. 
 
It is hoped that the commissioner of the thesis, judo club Koyama Ry, will 
benefit from the thesis. In addition, other judo clubs in Finnish Lapland or 
similar areas might find some useful information for their own purposes from 
the thesis. However, the results hopefully can be also applied to other sports 
and even to other kind of events. The thesis is not meant be used as a 
throughout handbook for event management and marketing, but as a tool to 
support the development of events, and as a reference to check key aspects 
of the actions related to arranging events. 
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2 JUDO AND KOYAMA RY 
Judo is a martial art born in Japan in 1882 when Jigoro Kano founded his 
own Kodokan judo -school for teaching judo. He was born in Samurai- and 
soldier family, and while studying pedagogy up to PhD level he was training 
ju-jutsu and also got himself familiar with western forms of sports. By 
researching the traditional martial arts and western sports he developed judo. 
A form of a martial art and self defence art, where all the potentially 
dangerous techniques are banned. Moreover, he included principles, which 
also reflect ethical codes of judo. Due to the efficiency of judo as a sport and 
a way of self defence, judo school of Kano was officially recognized as an 
education center by the Japanese authorities. Practicing judo became part of 
education in schools, polices forces and the army. As an internationally 
oriented man Kano managed to get judo to be demonstrated in Olympic 
Games in Tokyo in 1964. Judo became official sport in Olympic Games in 
1972 Olympics in Munich. (European Judo Union 2014; Korpiola-Korpiola 
2010, 15-17.) 
 
The final aim of practicing judo is to work as an individual contributing for the 
benefit of the whole society, and to create wellbeing in the society. The aim 
can be seen by analyzing the principles of judo, which all reflect both mental 
or moral side of practicing, as well as the physical aspects of doing a sport. 
Moreover, these principles are meant to be applied to the whole life of a 
judoka, person who practices judo. Kano had an idea that a true judoka 
should be a good citizen, who not only carries responsibility for  himself, but 
also for the whole society. The first principle of judo is the concept of 
common good. On practical level it means that for developing his or her skills 
in judo the judoka has to practice with someone, and be a good training 
partner for the other person. This way both of them can learn together, and 
individual contributes to the learning of the whole group of judokas. As a 
moral principle the aim to common good means for example respect towards 
life, judo and judo-teacher, as well as having high level of discipline and 
ability to stand uncomfortable situations. Further on, these aspects are 
connected with how a judoka should behave both in judo-practices and 
everyday life. Every judoka is expected to be polite, supportive and flexible. 
As a martial art, trying to achieve realistic unarmed combat, judo requires the 
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people practicing it to take the responsibility of their own development, as 
there is no-one else to help a judoka in the real situation, basically meaning a 
match in a competition. Nevertheless, for personal development people to 
practice with are needed, and judoka has to also be able to do teamwork. 
Therefore the principle of common good is reflected in normal practicing of 
judo, as the individuals together work for development of the whole group. 
The second principle of is maximal efficiency, which means that both physical 
and mental efforts should be used as economically as possible. In physical 
form this appears when a judoka uses the force of the opponent for his/her 
own purposes, for example by using the movement created by the opponent 
for throwing him/her. The efficient use of energy allows a smaller judoka to 
defeat a bigger opponent. From a mental aspect the principle of maximal 
efficiency means organizing practicing on an efficient way, and requiring 
every participant of the practices to have all the time the responsibility of 
him/herself as well as from others. This way time is not being wasted and 
chances of getting injured are being lowered. The third principle of judo is 
flexibility, a successful judoka cannot be stubborn. A judoka has to be able to 
change plans and opinions, and to be able to adapt to the actions of the 
opponent. The principle of flexibility is closely connected to the first two 
principles, and is also visible through them. (Finnish Judo Association 2014b; 
Korpiola-Korpiola 2010, 17-18.) 
 
Practicing of judo is possible for people in all ages and both genders, there 
are even special groups for people with disabilities. Judo develops diverse 
physical aspects, as it requires for example durability, strength, speed, 
flexibility and ability to control muscles. The physical aspects require several 
years of practicing for significant development. The social and mental side of 
judo are developed together with the physical side. For mental development 
judo offers many challenges, being thrown, choked and reaching the physical 
limits of your own body can create both pain and anxiety. In addition, realizing 
your own mistakes and weaknesses can be mentally heavy, even if at the 
same the judoka also gets a picture of his/her strengths. From a social point 
of view judo forces people to interact with other people, in practice it is not 
possible to learn judo alone. Moreover, the judoka has to follow strict rules of 
behavior, which is common in martial arts. The purpose of the rules is to 
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make practicing safe and to show respect towards other people. (Finnish 
Judo Association 2014a; Korpiola-Korpiola 2010, 18-23.) 
 
In the end judo is all about skills, even if in competing also requires good 
physical abilities and being fit. In judo one has to be able to control not only 
himself, but also the opponent. Since the opponents can vary in physical 
abilities, and have different styles of doing judo, it requires the judoka to be 
very adaptable. Without repeating things again and again it is not possible to 
learn judo. As forms of practicing there are different variations, from 
practicing alone, through agreed forms of pair practicing, ending to practicing 
in free form, without forgetting competing. Generally it is seen that competing 
in judo is good for every judoka, as it develops mental skills through success 
and failure. Dangerous techniques are not used in judo, and breakfall 
techniques, also known as ukemi waza, are taught in order to avoid injuries. 
Also these aspects aim to ensure the possibility for realistic practice of 
unarmed combat. (Inman 2005, 8-9; Korpiola-Korpiola 2010, 41-44.) 
 
Koyama Ry is a non-profit judo club founded in year 1990. It is located in 
Rovaniemi, in Finnish Lapland. The club aims to make it possible to practice 
judo in Rovaniemi, as well as to support the mental growth of an individual, 
and to help to up-bring children by doing sports and to encourage them to do 
sports. Moreover, it aims to offer high quality services with high level of 
safety. In year 2014 the club has 164 active members, from which 97 people 
are less than 15 years old, 118 are from 15 to 17, and the rest are 18 or 
older. The club has 25 people who on volunteer bases keep practices. Many 
of the volunteers of the club have black belt in judo and a long background 
with the sport, generally over 20 years, in some cases even more than 40 
years. Koyama Ry arranges annually two judo competitions, during autumn 
competition called Ruska-Shiai, and at spring Koyama-Shiai. Both of the 
competitions often have participants from different clubs in Northern Finland, 
but also many times receive competitors from North-West Russia and 
sometimes from Northern Norway. During the history of the judo club it has 
arranged also Finnish Championships, last time Youth Finnish 
Championships in 2009 and Finnish Championships in 2007. (Seikkula 2014; 
Koyama Ry 2014.) 
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3 EVENT MANAGEMENT 
3.1 Event Management 
3.1.1 Event Management in Sports 
Sport events can be seen in media while being the major part of the sport 
which the public sees, and are therefore in a crucial role in forming the image 
of the sport. Masterman says that sport events play an important role on 
development of sports. Technological development has further on increased 
the possibilities to make a sport easier to follow for more people, which can 
eventually lead to increase in amount of people doing the sport, and by this 
creating more possibilities for developing the sport event more. Furthermore, 
events also play a key role in sports business. According to Watt event 
management of sporting events play a major role in management of the 
whole sport organization. Often there is an idea that the people responsible 
for event management among the practicants of the sport have got the 
required skills for event management. However, many times they lack the 
needed experience and education, even though the sport itself might develop 
some of the required abilities, for example group working skills.  It has to be 
taken into account that some people working in the events are there because 
their kids do the sport. Therefore, the workers might miss the experience of 
sports in general, or from the specific sport. For effectiveness of the work in 
events, experience and organizational skills are crucial for the event 
management. Events are projects where different kind of pressure is usually 
occurring towards individuals, particularly when the person is in his/her role 
for the first time. Time limitations and errands are often main sources for the 
pressure. Education meeting the needs of the individual and other kind of 
support is needed to make sure that the person can perform better in his/her 
role. Certainty of being able to do the required tasks also in general leads to 
lower amounts of pressure experienced by the individual. (Masterman 2014 
15-18; Watt 1996, 173-174.) It is important to notice that the above 
mentioned applies to everyone working in the event, not only to the event 
manager. 
 
In judo clubs there is an idea about young people growing to be an active 
part of the organization in the future. The roles vary from coaching to working 
in positions of trust, therefore, they will also work in the events. In addition, 
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the judo clubs arrange specific education to their members, also educating 
them to working in competitions. (Seikkula 2013, 3, 7-8.) This system partly 
ensures that people working in the events have enough education for their 
role, and that support as well as help is available for them. The roles of 
people in the events are often made to match their education or interests, 
especially when the person in nominated as responsible for some task or 
area of operations in the event. 
 
3.1.2 Principles of Event Management 
There are many different kinds of events, and event management can be 
understood as choosing the right events for the organization. Being in an 
event can be for example participating, sponsoring or arranging an event, 
events are important tool for dialogue between company and public as well 
as for strategic marketing. For choosing the events it is critical to understand 
the objectives of the organization. Being represented in an event is always 
some kind of a statement, but also being absent is a statement. However, 
prioritization has to be made, since presence always needs some resources. 
Therefore it is crucial to take part in events matching to the objectives of the 
organization. (Allen 2008, 68; Mehndiratta 2009, 3.) In this thesis a viewpoint 
to event management is discussed in a narrower meaning, concentrating 
more strictly on arranging an event. 
 
Events should be managed and organized with the same procedures and 
principles as any other projects in business or manufacturing. This 
includes for example planning, management and work distribution to be done 
properly. Without proper administration it is more probable that the event may 
not provide the best possible outcomes. However, in sports there are often 
non-professional voluntaries arranging the events, and therefore many times 
the principles are not followed. (Goldblatt 2011, 79-80; Watt 1996, 177.) 
 
The process of event management starts from an idea, which is usually 
processed by an event manager leading to a final product being event. Event 
management can include several different fields of operations depending on 
the event. They can be anything starting from planning the event ending up 
to marketing and handling the logistics. The management of the different 
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areas of operations can be distributed to several players in order to make the 
work of the main event manager easier. However, event manager has to be 
able to understand and analyze the different parts of managing an event as 
well as different kinds of events in order to handle the job well and for being 
able to plan the event properly. (Mehndiratta 2009, 2, 6; Silvers 2012, 4-6.) In 
judo events there is usually a key responsible person for the event, in 
competitions usually a leader of the competition. The different fields of 
operations are managed by different people. 
 
In the first place there should be a valid reason for arranging an event, 
basically it means that the event will bring some kind of benefits in long term. 
The organizers have to believe on this idea, since events always require 
relatively much of engagement. Such commitment is not possible, if there is 
doubt about the reason of arranging the event. Furthermore, the organizer 
should define realistic, measurable goals and objectives for the event. 
Those should be clearly stated, achievable and specific enough, since the 
objectives are point of reference for development process. The SMART-rule, 
coming from words specific, measurable, assignable, realistic and time-
related, according to Silvers originally created by George Doran in 1981, can 
be used for demonstrating what kind of qualities the statements about goals 
and objectives should be like. It should be analyzed, if the event reached the 
objectives. The analyzes help to make events better in the future, and when 
the objectives are set beforehand, it is easy to work on the development in an 
organized way. There are several important questions which should be 
answered in order to make it easier to arrange an event. Some of them are 
fundamental and applicable in practice to every event, while some have to be 
taken into account only in more advanced event management, meaning 
dealing with more complex events. Answering these questions will also help 
to define the reason and the objectives. (Silvers 2012, 32-34; Vallo-Häyrinen 
2012, 106-109; Watt 1996, 176-178.) 
 
Since events should be arranged only if there is a valid reason, it is important 
to know why the event is held. Bases for answering the question can be 
found from the idea of the reason to arrange the event, and on the objectives 
of the event. Without proper reason the effort put to organizing the event 
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could most probably be spent more efficiently on doing something else. 
There might be several reasons for having the event, but their importance 
should be prioritized. Events in general are important part of sports and work 
as a way of improving skills. This possibility of improvement applies to 
organizers in their event management skills as well as to the sportsmen, 
however, the purpose of the event has to match to the development need of 
the individual. Moreover, it is worth to notice that the potential beneficiaries of 
successful sport events are not only the organizers, but also the other actors 
in the environment, for example the city or the country. (Heyman 2011, 461-
462; Vallo-Häyrinen 2012, 101-102; Watt 1996, 178.) When arranging judo-
events help for answering the question “why” can be found from the action 
plan of the judo club. Also the principle ideas, or forms, of practicing the 
sport, such as competitions or kata-training can help to define the reason. 
However, it is important to think the actual reasons for arranging the event, 
and not just do something because it has been written on a plan. 
 
Next question is what. Reflecting the purpose of the event, the decision of 
what the event should practically include has to be made. The type of the 
event should fit to the purpose and it has to be aimed to the correct people. 
Detailed answer has to be defined and the details should be followed through 
the project. In this phase it should be also considered if the event itself will be 
integrated to some other bigger event, or if it is better to arrange an 
independent event. (Vallo-Häyrinen 2012, 61-65; Watt 1996, 178.) 
 
Third step is to think about the place where the event will be held. To do this 
question where should be answered. It has to be taken into account that 
events might require many different kind of facilities, and the organizer 
should make sure that those facilities are available for the event. It is crucial 
to take the needed facilities into account since the beginning of the process 
of organizing the event. In case the event will be part of some other event, 
the place is usually defined by the main organizer of the event. Moreover, 
arrival and ways of transportation of the participants of the event should be 
taken into consideration. If needed, the participants should be provided with a 
map or arrival instructions beforehand, also it might be needed to set up road 
signs to guide the people to the place where the event is held. The location 
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and the way to find it has to be taken into account especially when there are 
foreign participants, who might not be able to communicate with the local 
people for asking help to find the event. (Silvers 2012, 11-12; Vallo-Häyrinen 
2012, 67-70; Watt 1996, 178-179.) In an official judo competition the 
organizer has to follow the regulations set by the Finnish judo association. 
There are several requirements for the premises of the competitions, 
concerning for example dressing rooms and competition area. (Finnish Judo 
Association 2013, 2, 9, 13.) It has to be taken into account that these rules 
set some limits for where the competitions can be held. 
 
The importance of when the event is organized partly depends on the scale 
of the event as well as on whether the event is independent or part of some 
major event. The timing of the event is also connected with where the event 
is organized, as it has to be considered, if the participants can arrive around 
the same time, or if they probably will arrive on different times, when it might 
be necessary for them to sleep overnight somewhere, which could add 
further requirements for the premises where the event is organized. For big, 
important events it might be necessary to get visibility on the mass media, 
and then also the schedules of reporters and other media personnel have to 
be taken into account. Usually at least the regional or national calendars of 
events have to be considered as well as the availability of the premises when 
making the decision about the timing of the event. (Silvers 2012, 11; Vallo-
Häyrinen 2012, 102-103; Watt 1996, 179.) 
 
What for, like why, is again one of the most important questions. This means 
that there is some target for the event and someone is potentially interested 
to take part in the event. The target can be for example gaining sponsors or 
more members to the sport club. Furthermore, it is important to notice that 
the event should be worth of participating for correct people, and not to be 
organized for example just according to the needs of the people who plan the 
event. (Vallo-Häyrinen 2012, 109-113; Watt 1996, 179.) 
 
Organizing an event requires skills and personal attributes, which not 
everyone has. Therefore it is important to think who organizes the event. 
Moreover, the organizers will also be associated to be the hosts and sort of 
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owners of the event. Regardless to being paid or working on voluntary bases 
it might be difficult to find the people, who can and have time to do the 
necessary organizational work. Also, it has to be taken into account that the 
actual event needs enough skilled labor. Even if certain group of people are 
able to organize events, it is important to understand that they do not 
necessarily have the required expertise to organize more challenging events. 
Furthermore, part of the building up of a successful team to organize the 
event is to think who leads the actions. The leader should especially be able 
to handle pressure and to motivate other people to achieve good results in 
the planning and implementation phases of the event. Even if many parts of 
the event would fail to follow the plan, a good lead or host of the event can 
still manage to give good impression of the event. (Vallo-Häyrinen 2012, 104-
106; Watt 1996, 180-181.) 
 
For some sport events it is important to think about who watches it. If the 
event is not from the highest division of a popular sport, it is not granted that 
people are interested to watch it, or to be ready to pay for it. As long as the 
estimations of the amounts of spectators are not ridiculously overestimated 
and the budgeting of the event is not relaying on those false figures, not 
having many spectators is usually not a catastrophe. However, it is advisable 
to research and segment the people who might be willing to follow the sport, 
specific team or a sportsman. (Kitchin 2012, 237-238; Watt 1996, 180.) 
 
A crucial part of the event management is to figure out what will be the total 
costs. A detailed budget helps to avoid problems and should be done in the 
early phases of organizing the event. All the potential costs should be 
identified and it should be made sure that the potential incomes are enough 
to cover the costs. Connected to the previous question is the question of who 
pays the costs. Many times it is hard to find enough funding for arranging 
sport events. Together the estimations form a budget. Precise budget helps 
to define, if it is even doable to arrange the event. Nevertheless, it should be 
considered how much resources is worth of using for budgeting, as using the 
resources for something else can bring more benefits compared to too much 
money or time spent on budgeting. Sponsorships are one way to pay the 
costs, but not all the sports are interesting for sponsors. The budgeting 
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should not rely too much on sponsors and it is worth to ask support for 
example from the city, but the most important thing is that the source of the 
income is identified early enough. Nowadays the fast changing environment 
requires certain flexibility from budgeting, and proactive approach is more 
important than in the past. Moreover, budgeting can be seen as an important 
management tool. (Åkerberg 2006, 36-39; Watt 1996, 181.) 
 
3.2 Event Planning 
3.2.1 Learning from Previous Experience 
Knowing the history of the events of the organization helps not only to 
estimate the costs, but also to evaluate on what kind of image the host of the 
event is building – on purpose or unpurposefully. According to Allen, sufficient 
period for observing the history of the events in minimum varies from three 
(3) to five (5) years and the information can be found from different reports. 
For building up a complete picture, information about current events and 
planned future events should be combined with the information known about 
the history. It is recommendable to make a clear table or other kind of 
document from the events, and keep it updated, since it helps to recognize 
the trends in the events and works as a development tool. This process is 
closely connected to event evaluation, which is discussed more in chapter 
3.2.2. (Allen 2008, 122-129; Watt 1996, 190.) 
 
When building up the picture of the events of a judo club, the information can 
often be found from annual reports and action plans. In addition to 
competitions some statistics can be found from judoshiai.fi -website. 
Nowadays the program Judoshiai is popular among competition organizers, it 
is used almost in all competitions in Finland and also widely abroad 
(Judolehti 2014, 24-25; Judoshiai 2013). Therefore, it also offers a way to 
compare an event where a competition is included with other competitions. 
 
Changing some practical things or services of the event to different ones, or 
to higher quality ones can improve the event. For example premises are very 
visible part of the event for the participants, and can be used to underline a 
specific characteristics of the event, such as the easiness to attend the event, 
by arranging it in a place which is well connected by public transportation, for 
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example at meeting premises of an airport. However, changes in such 
aspects have to be seriously considered, since they have relatively large 
effect on the event and how people experience it. Also changes in costs have 
to be taken into account, it is not guaranteed that the investments for higher 
quality really brings added value to the event. Furthermore, it is important to 
keep on mind that after arranging an event with higher standards, moving to 
lower standards might damage the image of the host, since the change can 
communicate possibly wrong kind of message for the public. Sometimes 
changes to higher standards might reduce the amount of participants in the 
future, in case the change also forces the participants to spend more money 
to reach the same level of comfort as before. Therefore, analyzing the history 
of the events is crucial. (Allen 2008, 122-125; Hoyle 2002, 15-16.) 
 
In judo the nature of the sport and rules set some limitations for arranging the 
event. For example, usually there has to be dressing rooms and a space for 
the tatami, the area were the sport is practiced. (Finnish Judo Association 
2013, 2, 9, 13.) An example of new services in judo competitions in 
Rovaniemi is online-broadcasting of the event. Also booking the whole sports 
hall instead of just a half of it for judo competitions can be seen as an 
example from analyzing the past. 
 
3.2.2 Event Evaluation 
Event evaluation is a process which aims to find out what in the event went 
well and what was not working, in addition, it is crucial tool for improving the 
event organizing skills and procedures. While learning from previous 
experiences helps in evaluating the phenomena in a longer term, the event 
evaluation focuses widely on the different aspects of the specific event, also, 
it involves people to the process. Moreover, the event evaluation can be used 
as a repetitive action in all phases of arranging an event. In this case, the 
purpose is to have feedback already from early phases of the event project, 
and use this information to improve the arrangements already before the 
event has finished. (Allen 2008, 122; Heyman 2011, 473; Mehndiratta 2009, 
8; Tull 2012, 174-175.) These two approaches, the event evaluation and 
learning from previous experiences, are separated in the thesis, even if they 
are closely connected and synergy created from using them together should 
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be used. 
 
There are different approaches to the event evaluation regarding the 
duration, as well as the timing of the evaluation. According to Mehndiratta the 
evaluation should be done instantly after the event, or latest during the day 
after the event. Heyman, on the other hand, includes the event evaluation as 
an important part of the total event planning process. He recommends to 
have an evaluation meeting maximum two (2) weeks after the event, 
however, notifying that the people involved might need some days to process 
what has been going on. Nevertheless, he also underlines that when time 
passes the feedback will not anymore be so accurate, which is also the 
reason for the two (2) weeks limitation. The third viewpoint is seeing event 
evaluation as ongoing function, Watt emphasizes this aspect and 
recommends to include also even the earlier phases of event planning to the 
evaluation process, while the evaluation still continues after the event. When 
making the evaluation attention should be paid both on the opinion and 
performance of the people involved, and on how well the objectives set for 
the event were reached. Even if the feedback is positive, but the objectives 
have not been accomplished, the event can be seen to be a failed project, 
since in this case it did not bring the wanted returns for the investment. If a 
promotional campaign for the event has been made, also the results from it 
should be included to the event evaluation. In order to build up a complete 
picture of the event, opinions of all the necessary stakeholders should be 
included to the evaluation. The opinions can be gathered for example 
through feedback forms and inviting representatives of the different groups of 
staff involved to an evaluation meeting. The amount of people to be invited to 
the meeting depends on the organization, however to make the meeting 
efficient, it is important that those people taking part have had a meaningful 
role in the event. Moreover, it has to be understood that in general people do 
not give feedback, unless they are asked for it. (Heyman 2011, 473; 
Mehndiratta 2009, 8-9; Watt 1996, 190-191.) 
 
The first thank should be said already when the event is over, but as 
important it is to start the actual feedback meeting by focusing on things with 
positive sense, rather than blaming people from what has happened. It is 
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better to analyze first what went well and then what have to be improved, this 
also helps to make the participants feel comfortable and safe, which 
increases the efficiency of the meeting. All the identified difficulties should be 
processed and the solutions for the problems should be proposed together. A 
crucial part of the evaluation meeting is to make sure that everyone 
participates in giving  feedback, and that the point of everyone is listened and 
understood. Finally, the information gathered should be put into a report 
which can be used when starting the planning of an event next time, the 
document can then work as a memo to see what should be done differently 
and what makes sense to be done on the same way. This copying of good 
practices should also take into consideration the event evaluation methods, 
and the best ones should be repeated next time. If someone has performed 
badly in his/her role, their involvement in the next event has to be considered, 
it can even mean that they will not be members of the staff next time. 
However, the possible legal limitations have to be taken into account when 
making the report.  (Heyman 2011, 473-474; Mehndiratta 2009, 8-9; Watt 
1996, 191.) 
 
3.2.3 Dividing the Work 
The most crucial element for success of an organization, or an event it 
organizes, is often their human resources, right people assigned for the 
roles which are actually needed in the organization. The roles should be 
divided clearly and realistically, it is in general hard to find an individual who 
would have all the skills required for dealing with too many roles assigned for 
the same position, leading him/her to lack on performance at least on some 
area of his/her role. The exact division of the roles ensures that every 
member of the staff knows who is responsible for what, and this way 
increases the certainty of the tasks getting completed. In addition, it 
decreases the chances of conflicts within the staff. However, the division of 
the work should not be a one way decision, but include dialog between the 
event managers and the staff, also contributing for the awareness of knowing 
the responsibilities of different people. (Heyman 2011, 108-109; Watt 1996, 
185.) 
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The staff of the event will be the ones who do most of the actual work, and 
they are also the contact surface between the event and the participants. 
Therefore they also play an important role in creating the atmosphere of the 
event, meaning also that in order to give the best possible image of the event 
the staff has to be properly educated for their work. Moreover, the people 
working in the event have to be engaged to the event and have a high level 
of motivation, which can be increased by proper rewarding and supporting 
system. In the end the participants are the ones who decide how good 
services they have got, and the opinion can have long lasting results. It has 
to be taken into account that often in sport events it is not possible to pay for 
the staff, but also that money is not usually a main motivator for the people 
who are willing to work in the events. By paying attention on giving tasks 
related to the interests of the people and by good human resource 
management the level of engagement to the event can be increased. In 
addition the staff should be made to feel being part of the event, as well as to 
always clearly tell what they are expected to do. Delivering service mainly 
happens simultaneously with the production of the service, and often high 
quality of service requires lots of preparation beforehand. Educating the staff 
of the event and arranging the premises can be seen as examples of 
preparing the services of the event before the service has to be delivered, 
meaning usually also before the event has started. (Rissanen 2006, 17-19; 
Watt 1996, 186-188.) 
 
In addition to the work division, also an organizational structure has to be 
established for the event. This can be based on and integrated with the 
existing organizational structure of the organization, also known as matrix 
organization, or be planned precisely for the event. The aim is to make the 
work of the individuals as efficient as possible by making sure that everyone 
knows their role, as well as how they are positioned compared to the other 
staff. Organizational structure matching the needs of the event is crucial for 
making it possible to carry out the tasks identified in the implementation plan, 
which is discussed more in the next chapter. (Lester 2003, 16-19; Watt 1996, 
185.)  
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An example of a simplified organizational structure for judo competitions is 
shown in figure 1. It has the form of functional organizational structure, by 
classification of organizational structure used by Lester (Lester 2003, 18). 
There the board of the judo club is making the planning and important 
decisions of the event, which in this case is competition. The responsibility of 
the implementation, and perhaps also some parts of the planning is given for 
the competition leader, who reports to and works under the supervision of the 
board of the judo club. Under the competition leader in the organizational 
structure in lower level of hierarchy there are different people responsible for 
different field of operations in the event. They are supervised by the 
competition leader and carry the responsibility of implementation of the 
actions related to their field of tasks. The responsible people of the different 
fields may have several people working under them, who are then supervised 
by the responsible one and mainly report to him/her in the first place. 
However it is important to notice that communication can be horizontal 
between different groups, and in some cases the responsible people of 
different fields might be also supervising members of other teams, as in the 
case of referees supervising some members of the staff working with point 
calculations and other activities straightly connected to the work of the 
referees.  
 
 
Figure 1. Simplified organizational structure for judo competitions (Watt 1996, 187) 
 
3.2.4 Event Requirements and Scheduling the Event 
After defining the objectives for the event, going through the important 
questions and having an idea of the human resources for the event it is 
necessary to start more detailed work on the event planning. This process 
can be referred to as finding out the event requirements. In the first place 
several innovative people should identify what is required in order to make 
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the event come true. The goal here is to define every single factor needed for 
the implementation of the event, in the scale of the aimed level of quality of 
the event. A good practice is to make a list of the things identified during the 
process. In the end of the process the whole list has to be checked again, 
and sometimes some of the important questions have to be considered again 
or more precise definitions have to be made matching to the event 
requirements. Moreover, it might be required to update the list in later phases 
of arranging the event. One tool for processing the information needed for 
finding out the event requirements is Work Breakdown Structure, often 
referred also as WBS. It is a project management tool, which aims at listing 
what has to be done in order to complete a project, and to display the 
required work in a hierarchical and logical order. (Haugan 2002, 1-5, 17-19; 
Watt 1996, 182-183.) 
 
Next step is to start scheduling the event, which can be seen as a process 
of transforming the event requirements into a concrete plan. This can be 
divided roughly to two separate parts, creating timetable, and creating an 
implementation plan. Depending on the event these documents can be 
anything from just a simple checklist up to a very complex documentation, 
even including several different documents. However, they both are important 
tools for making a successful event. First part of scheduling is making the 
timetable. In theory every single thing what has to be done should be 
defined in this document. However, in practice often only the key points are 
put to the timetable. A timescale should be put for every point, but at least 
deadlines for achieving the points have to be set. The timetable can be 
shown graphically in an appropriate kind of diagram and should be 
distributed for all the people working in the event. (Jack-Meredith-Mantel 
2012, 335-338; Watt 1996, 183.) An example of a timetable can be found in 
table one (1), where on the first column the tasks needed to be done are 
listed and the following ones display the timing. Each line represents one 
task, or group of tasks, and the duration and timing of the task is displayed by 
marking the corresponding columns on that specific line. In the example the 
tasks are rather superficial, and in practice it might be needed to divide one 
bigger group of tasks into several sub-tasks, which might help to check that 
everything is done in correct time and enough time is reserved for all the 
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tasks, no matter how small ones they would be. 
 
When the event requirements have been identified and timetable, or 
preferably a timescale, has been done it is possible to make implementation 
plan. This plan combines the event requirements and the limitations set by 
the timetable, but goes to them more in depth than the other documents 
alone. The purpose of implementation plan is to help to start to do things, and 
to keep everything going on as has been planned. Usually a simple checklist 
including information of what, when and by who is enough, however there are 
many possibilities of making implementation plan. It can include for example 
instructions and hand books for different members of staff, still it is important 
to keep in mind the complexity of the event in order to make this document to 
match the needs of the event. The plan should be carefully followed and 
adjusted during the lifetime of the event project, if needed. In case the people 
working for the event do not believe in the plan, it has lost its meaning. 
Therefore, it is important to keep the plan up to date and ensure that 
everyone follows it. (Lester 2003, 176-177; Watt 1996, 183-185.) A part of an 
implementation plan is shown in table two (2). The first column of the table 
defines the tasks which have to be done in order to implement the event. The 
second column includes the actions which are necessary actions to be taken 
for the tasks to be completed. The third column displays the timing of the 
actions, and possibly also the duration of them. In the last column is written 
the name or position of the person who is responsible for the implementation 
of the action. In this table the time-span is displayed only for the actions and 
in very general level, however in large-scale events it is worth to write the 
timing also on the level of tasks. Moreover, the timing can be also tied to 
exact dates, which helps to be sure that everyone understands the timing on 
same way and the definition is that way as clear as possible. 
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Table 1. Example of timetable (Watt 1996, 183, 185) 
Task\time 4 weeks 
before 
3 weeks 
before 
2 weeks 
before 
1 week 
before 
Event 1 week 
after 
Enrollments x x x    
Booking 
premises 
x      
Competitions     x  
Publishing 
results 
    x x 
 
Table 2. Part of implementation plan (Watt 1996, 183, 186) 
The requirement To be done When By who 
Enrollments for 
the competitions 
Make and publish 
the invitation 
6 weeks before 
the event 
Competition 
leader 
Open enrollment 
in JudoShiai.fi 
4 weeks before 
the event 
Competition 
leader 
Close enrollment 
in JudoShiai.fi 
3 days before the 
event 
Competition 
leader 
Import the 
enrollments to 
JudoShiai-
program 
2 days before the 
event 
ICT-responsible 
Confirm the 
attending 
competitors in 
JudoShiai-
program 
After weigh in ICT-responsible 
 
3.2.5 Funding 
Usually having enough funding is critical for organizing an event, in addition it 
often is the part of event management which requires even most work. The 
event should be planned as a package of correct aspects in order to get 
funding, clear aim and objectives are crucial. There are many entities which 
might be interested to fund an event, such as local companies, authorities 
and associations. The amount of funds to be used for the event also defines 
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how much work has to be done by the organization itself, and how much it is 
possible to invest for help of external professionals. (Vallo-Häyrinen 2012, 
147; Watt 1996, 188.) 
 
To be successful in funding it is important to identify the ways to get the funds 
as well as to plan and develop the funding in longer term. Moreover, it should 
be taken into account that all costs are not created on the same way and 
different actions bring different results. Different events should be evaluated 
in order to reach all the goals set for the events, and to gain maximal return 
for the resources invested on the events. Also, it is important to decide how 
much resources will be used for which event and which are maybe not worth 
of organizing. This helps to maximize the good results gained from the 
events. Furthermore, it should be identified, if the event only creates costs, or 
if it possibly also brings some direct income for the organization. (Allen 2008, 
139; Heyman 2011, 297; Vallo-Häyrinen 2012, 149-150.) 
 
Funding can be divided in two different parts. First part, fund development, 
is an ongoing planned strategic process, which aims to get more financial 
resources for the organization. The second part is called fundraising, 
meaning the practical action of asking for money. The funding process is 
always specific for the organization, but according to Heyman there are six 
common fundraising principles. Those should be considered when planning 
funding for the event. Heyman refers to these principles on common level of 
funding of a non-profit organization, however the same principles are also 
applicable for events. Related to fund development and fundraising, it should 
be taken into account that in budgeting events the knowledge of the previous 
events helps to define the need of financing. (Heyman 2011, 292-293; Vallo-
Häyrinen 2012, 148-149.) 
 
The first principle is that the funding is coming from people to people. There 
are different reasons for people to give the money, therefore it is important to 
identify why someone would give money for the organization. The reason can 
be for example ensuring own possibilities of doing the sport, as according to 
a report commissioned by the European Commission, within the European 
Union on grass root level of sports the majority of funding of sports clubs 
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comes from the members of the clubs as membership fees, and by voluntary 
work. There is some reason behind the decision of giving money to an 
organization, it can be anything from helping to making an investment, or 
because of personal reasons, such as having been a member of the 
organization before. In general the funds are not given for the organization, 
but for their mission. Therefore, instead of putting too much importance for 
introducing the organization for the funders, they should be connected more 
into the mission of the organization. It is crucial to not to assume that funders 
will know what the organization needs, therefore funding should be asked 
directly and by specifying what is being asked and how much is asked. The 
second principle is the 80/20 rule. If the fund development is successful, 20 
% of funders should bring 80 % of the income. In practice this also means 
that it is more worth of using about 80 % the available resources, like money 
and time, to approach the most potential donors and use the rest of the 
resources to contact the less potential ones. The third point is that all the 
sources for funding are not obvious, and not everyone is interested to 
donate for the specific organization. Usually it is not worth to spend too much 
time in trying to get funding from the most obvious donors, since there will be 
also many other people trying to do the same. When looking for funding 
people should be open minded and try to think about who would be 
interested to give funds specifically for their organization. Moreover, it is 
important to understand that entities do not have to be exceptionally wealthy 
to be able to become a donor, as long as they are still capable to give some 
funds and they are interested to do it. The fourth principle is that the funding 
is a relationship. Donors play an important role in funding of the 
organization and therefore a relationship should be built with them. Their will 
to fund the event is closely connected to the relationship between the 
organization and the donor. If they do not believe in the mission of the 
organization, they most probably will not be funding it. Having interaction and 
building relationship with donors helps to engage them to the funding and 
therefore helps to make also the financing lasting longer. (Heyman 2011, 
295; The Expert Group on Sustainable Financing of Sport 2012, 6-8.) 
 
The fifth point is to keep fundraising connected to the other actions of the 
organization. Funding should be taken into account when planning the overall 
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strategy, the aim is to create synergy between the different planning 
processes. The board is responsible for financial state of the organization, 
therefore they should be made committed also for the fund development, 
often some of the members of board has to be part of the group leading the 
fundraising actions. In addition, it should be understood that fundraising is 
just a small part of getting the funds, a lot of background work has to be 
done. It is important to get many people engaged to the funding, so that there 
are different sources for gathering information and building up connections. 
The sixth, and the last, principle is to be proud of doing the fundraising. The 
donors give the money in the first place because they believe in the mission 
of the organization. Therefore, the organization should be proud that they 
make it possible for the donors to fund their actions. (Herman et al. 2005, 
425-429; Heyman 2011, 295.) 
 
While approaching sponsors, the same principles should be followed. When 
dealing with companies that are aiming to get profit, it has to be taken into 
account that for them the sponsorship relation is also an investment. 
However, the relationship does not necessarily have to be sponsoring, but it 
can also be for example part of social responsibility program of a company. 
Sponsoring an event is supposed to bring benefits for them, not to be just 
some funds given for charitable reasons. With this kind of donors co-
operation should be established already in the beginning phases of 
organizing the event. The sponsor should have chance to influence on how 
the partnership is established. This increases the chances of getting 
sponsored, but also gives the possibility to see with whom it is not possible to 
build up this kind of a relationship, allowing to save time by continuing the 
process only with the potential partners. It should be taken into account that 
on grass root level of sports even small sums from sponsors usually have 
significant impact on the sports clubs. (The Expert Group on Sustainable 
Financing of Sport 2012, 16-18; Watt 1996, 189.) 
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4 EVENT MARKETING 
4.1 Event Marketing 
Event marketing as a term can have several meanings, or it may be used to 
refer to different kind of actions. Basically, it could be divided into meaning of 
marketing the event itself, and on other hand to mean that events are used 
as a tool for marketing of the company or other organization. When 
considering event marketing as a communication tool for delivering the 
message of the company for the target audience, organizing events and 
sponsoring events should be separated. The reason for the separation is that 
the sponsorship contracts often limit the possibilities of delivering the 
message of the company, while event organizers usually also try to get many 
sponsors, which further on decreases the attention gained by one specific 
sponsor. Moreover, when the event itself is the marketing tool, delivering the 
marketing message is in general easier, as the target audience is 
participating in the event, and are therefore interactively participating in 
delivery of the message. Drenger, Gaus and Jahn (2008) use the “Red Bull 
Flugtag” as an example of marketing event, where participants compete 
against each other for winning different prizes. The previously mentioned tells 
that the event organized by the Red Bull company is trying to deliver their 
advertising message by arranging that kind of an event. When understood in 
the way of using the event itself as a marketing tool, it can be said that a 
typical purpose of organizing, or participating in an event, is building 
relationships between the companies and people who take part in the event. 
(Drenger-Gaus-Jahn 2008, 138-139; Gechev 2012, 114.) 
 
As the two meanings of event marketing are closely related, and as events 
should be thought as part of marketing of an organization, these two aspects 
are not separated in this thesis within the chapters related to event 
marketing. Moreover, events are the main marketing tool of the 
commissioner, and due to the scope of the thesis it was seen as a good 
option not to separate the different concepts of event marketing. Therefore 
the information may appear to be mixed for a marketing professional, but the 
fact that the thesis is aimed for people who do not have education in the field 
of marketing should be kept in mind. 
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4.2 Event Marketing as Part of Marketing Strategy 
Event marketing is connected to event management and planning, but 
instead of concentrating to the planning and implementation of the event, it 
perceives event as communication channel. When planning event marketing 
it is important to understand the objectives of the organization and of the 
specific event. In addition the sales targets should be identified, since they 
provide the data for evaluating the success of the event marketing. Moreover, 
the aim of the event should also be connected to the whole marketing plan of 
the organization. (Saget 2006, 1-3; Vallo-Häyrinen 2012, 22-23.) 
 
In judo clubs the core of the operations is to provide chances to practice judo. 
Therefore, the sales aim can be understood for example as gaining a certain 
amount of new members for the club. In addition the aim can be for instance 
also reaching an increased amount of practicing hours with unfamiliar people 
for some period of time, meaning in practice organizing a practicing camp 
where a beforehand defined part of the participants are from other judo clubs. 
Moreover, the sales target could also be having a certain amount of 
participants in competitions. 
 
According to Saget, regardless to the objectives and aims of sales of the 
organization, the three main aspects for event are brand recognition, lead 
generation and thought leadership. He calls these three factors with term 
“EventBLT”, moreover, Saget also says that these can be applied as a 
framework for both event strategy and event plan. These points create 
synergy when used together and should not be separated from each other’s, 
they will discussed more later in this chapter. In addition it is important to take 
into account who makes, where, when, how and why the decision to 
participate to an event is made when planning the event marketing. (Saget 
2006, 3, 6-7; Silvers 2012, 10.) 
 
Events can, or should, be also integrated to be a planned part of the 
marketing mix of the organization, since it always offers visibility as well as 
a chance to communicate with diverse ways and with the different 
stakeholders. Due to the fact that events will play their role in the marketing 
mix, it is important to understand the whole marketing of the organization. 
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This way the events can be designed on a way which supports the aim of 
marketing. Events are interactive from their nature, and therefore advertising 
has to be done actively, the people who receive the message are not passive 
and they should be integrated to the marketing. However, often the events 
are not seen as one part of the marketing of the organization or are 
overlooked by the people working in the organization. One reason for this 
can be the fact that the work with event management and marketing is 
different from its nature compared to working with advertising or more 
traditional ways of marketing. In addition, different factors of events are not 
always optimized for the target group, which leads to the idea of events not 
being an efficient way of marketing in relation to the costs created. According 
to Silvers when marketing an event, the marketer is trying to influence the 
potential participants to take part in event by actually marketing not only the 
event, but also the experience the participant will gain from the event. (Saget 
2006, 3-4; Silvers 2012, 9-10; Vallo-Häyrinen 2012, 94-96.) 
 
The brand should always be somehow included to the events, because it is 
one of the long term factors in the marketing mix. In events the branding 
underlines the image of the organization, depending on the brand this can 
mean just raising the awareness of the existence of the brand, or keeping the 
current situation of the organization in relation with the operational 
environment. Important part of the event marketing is to make sure that the 
brand and the message which they want to communicate are represented 
and visible in the event. When planning the marketing, the premises have to 
be taken into account, since they affect the image, but can also set some 
practical limitations for example for using some technological appliances. In 
addition good premises can also allow arrangement of activities which are 
appreciated by the participants of the event. It is crucial to understand that 
events always will affect on the image of the organization. (Saget 2006, 7-9; 
Vallo-Häyrinen 2012, 34-36.) 
 
Events have traditionally been categorized as part of the public relations and 
publicity of an organization, however, nowadays event marketing is seen as 
more diverse phenomena including also the characteristics of sales 
promotion, personal sales and affecting the feelings of the customers. The 
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important thing in event marketing is to understand the chance to create a 
possibility to be in direct contact with the potential customers. In different kind 
of events the participants and the strategies to communicate with them are 
different, but in any kind of an event there is the possibility to create leads. 
To create the leads and to process them to relationships actions might be 
required in longer term. This can include for example promoting the event 
beforehand, having private meeting with the key people during the event and 
by after marketing when the event has already been implemented. Moreover, 
events can be seen to have similarities with services, such as that the 
experience is delivered while it is produced and the experience itself varies 
also by the actions of the people participating to the process. This means 
also that for example tickets to the event are not possible to be sold after the 
event itself, which further on raises the importance of generating leads. 
(Gechev 2012, 114-115; Saget 2006, 10-12; Vallo-Häyrinen 2012, 23-27.) 
 
Thought leadership when dealing with events means to be able to stand out 
from the mass. The aim is to gain attention which is supposed then to lead to 
an increase in the sales. It is also important to understand that in events the 
stakeholder connects the organization to some person, which can be used 
for benefits of the organization, since it is not a common type of marketing, 
and people are not used to ignore it as easily as common advertisements. 
The personalization of the organization to the specific people is the strength, 
but also the weakness or danger of event marketing. Therefore, it matters to 
select the correct people to represent the company, they should be people 
who can be positively connected with the brand. The objectives of the 
company on common level should be adapted to the events in order to gain 
maximal marketing benefit, which is also one part to be considered in thought 
leadership. (Saget 2006, 12-14, 179-180; Vallo-Häyrinen 2012, 27-28.) 
 
4.3 Target Groups 
It is important to define the different target groups from events in order to 
select the most effective way to communicate with them. The target group, 
which in this chapter of the thesis is understood as the groups of people for 
whom the event, or some possible benefits of it are targeted, can be for 
example members of a judo club, competitors from different judo clubs and 
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sponsors. Each member of the target groups can represent different role in 
relation to the organization, ways to get into contact and integrate with all the 
important people has to be identified and the attempt to integrate them to the 
organization has to be done often enough. Integration should be here 
understood as a way to deliver a message for the receivers, in a way which 
makes them hear the message and see the benefits which can be reached 
by co-operation with the organization. Different target groups can be found 
for example through customer relations management system of the 
organization. EventBLT should be taken into account when planning how to 
get in touch with the target groups. (Hirst-Tressider 2014, 190-191; Saget 
2006, 37-39; Vallo-Häyrinen 2012, 121-123.) 
 
During the planning of the event and event marketing there are three main 
questions to be answered. First being who is the audience of the 
organization, on other words, who should hear the message. Secondly, what 
are the objectives and aims of the event, and as a third point how is it 
possible to evaluate the success of the event and event marketing. According 
to Saget, if all of those three points are taken into account when planning the 
event, and the event is implemented well, it is more or less guaranteed that 
the event marketing is successful. However, it is also important to think, if 
these ways to integrate the audience will also support the overall objectives 
of the organization. What everything aims at, is to increase the integration of 
the participants, contributing to the increase in the sales volumes. When 
thought through the integration of the participants can be achieved with small 
investments. The way to do this can be for example placing the logo of the 
organization on different products or offering some extra service for the 
participants. The bases for finding the target audience and how to reach them 
is to define in the first place which people are wanted to get in touch with. In 
addition information about the target group should be gathered from different 
sources, for example from different reliable researches, or by conducting 
interactive researches, such as in-depth interviews. Moreover, the 
communication towards the participants should be always adjusted according 
to the target group and the aim of the marketing. (Hirst-Tressider 2014, 194-
196; Saget 2006, 40-41; Vallo-Häyrinen 2012, 31-32.) 
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4.4 Gaining Feedback 
Gaining feedback of how successful the event marketing has been in a 
particular event is not an easy task to do, since by their nature events do not 
really provide much hard data, with the exception of web-pages from which 
for example the amounts of clicks can be easily seen. However, gaining 
feedback of the marketing of the event is very useful for the organization. The 
aspects to evaluate are more feelings of the participants and how they have 
recognized the organization and the products it offers than hard data. In 
addition, some evaluation can be done also on the bases of the amounts of 
created leads. In the first place there should be clear and measurable 
objectives defined, due to the fact that otherwise there will not be anything to 
measure. The measurements can be done either quantitatively or 
qualitatively, research on the first category can be done for example by 
surveys after the event, one good way to do the later one is to make 
someone to ask questions from the participants during the event. The 
questions should be planned so that they will provide useful data for the 
organization and the person asking the questions should be professional, but 
neutral enough in order to get more objective data. (Saget 2006, 163-164, 
167-168; Vallo-Häyrinen 2012, 33-34.) 
 
There should always be a system for controlling the success of the marketing 
actions, on other words it should be made sure that the final results are 
compared with the objectives set for marketing, and that the results are 
clearly communicated for the relevant people. According to Saget a usable 
method for evaluating the results of the event marketing when used together 
with EventBLT is “Seven Step Process for Measurement Success”, 
originally created by ShowValue. This method takes into account the 
objectives set for the event and proceeds to planning and implementing the 
actual evaluation. The first step of the process is to state the objectives in a 
way in which it is possible to measure them. The second step is to define 
what kind of researches will be made, for who and when, these aspects are 
combined into measurement plan. The third part includes making the 
questions, which should be clear and purposeful, in order to be able to collect 
information. Next phase is the actual information collection, which should be 
done professionally, so that there will be enough correct kind of information. 
 31     
The fifth step is making different kind of calculations from the information 
gathered, these results should show if the objectives were reached. After this 
in-depth business analyzes should be made, the aim is to find out what went 
well and what should be improved. The last part is to conduct a report from 
the outcomes of the previous steps. This should include a description of the 
process itself and it should discuss the results. In addition, the report should 
be made in a form which is suitable for being distributed to different people in 
the organization, so that the information is easy to spread and understand. 
(Silver-Stevens-Wrenn-Loudon 2013, 222-226; Saget 2006, 176-177.) 
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5 CASE: Koyama-Shiai 2014 
5.1 Qualitative and Quantitative Research Methods 
According to Kananen (2008) theory and practical life have to have a 
connection, in order to make it possible to have a theory. The word theory 
can be understood in many different ways, however in this thesis it is 
understood as the theoretical framework for a research. The purpose of a 
theory is to describe and simplify the situation of real life, and different 
research methods have different approach for inspecting the phenomena. 
Theory tries to inspect and explain how the phenomenon is built up via 
different variables, which effect on how the phenomenon works. In addition, 
the theory tries to find the correlations inside the phenomenon and between 
different phenomena. Theories are a tool for understanding and classifying 
the real world, there are different research methods for gathering and 
classifying the information. Qualitative research is a method trying to analyze 
the sources of information for example by observing, textual analyzes or 
interviews, it aims to understand the phenomena. Instead of understanding, 
the quantitative research method tries to generalize. The generalization is 
done via selecting a sample for the research, which can be assumed to 
represent the whole population when the data gained is analyzed via 
statistical manners. Qualitative and quantitative research methods can be 
used separately or together to support one another, however there is a risk of 
producing superficial information, if there will not be enough time for proper 
implementation of both ways of research. On the other hand weaknesses of 
one method can be compensated by strengths of the other method, which, 
when properly implemented, can lead to better research results. In any case 
the object of research defines the method which brings the best results. 
Nevertheless it is crucial to understand that quantitative research can be only 
implemented after the phenomenon to be researched is specific enough. 
Qualitative research can be used for specifying the research problem for 
making the implementation of quantitative research possible. Both research 
methods follow the process of making a research, which in short can be 
described as following phases: Setting a research problem, questions and 
aims; selecting the research methods; getting familiar with the theory; 
colleting the data for the research; analyzing the collected data; and finally 
writing a report about the research, including explanations and conclusions of 
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the research results. (Kananen 2008a, 11-12, 25-27, 61-62; Kananen 2008b, 
10-11; Tuomi-Sarajärvi 2011, 18-19.) 
 
Qualitative research is not based on hypothesis, and any kind of 
associations of how things are should not be made before starting to do the 
research. Instead it can be said that qualitative research is making 
hypothesis, but not investigating them. The research approaches phenomena 
as a diverse and holistic complex, the researcher and the source of 
information are always in interaction between one another, and the results 
always represent only those cases which are researched, and can be 
therefore seen as subjective research. However, it is important to understand 
that research should always be objective, which in the cases of making 
qualitative research means separating own opinions from research results, 
and following correct procedures when making the research. Qualitative 
research information can be converted into quantitative form for example by 
giving a code for representing the same answer in order to see how frequent 
the answer appears in the material gathered. It has to be taken into account 
that the samples are usually so small that from statistical viewpoint reliable 
generalizations cannot be made. Moreover, it should be understood that 
quantitative values without understandable qualitative explanations are not 
usable. The research problem defines which research method should be 
used, qualitative method is most often used when there is not much 
information available about the phenomenon. In addition, this approach can 
be also used for example to gain good description of the phenomenon, for 
making hypothesis or new theory as well as for gaining in-depth view on the 
phenomenon. (Kananen 2008a, 28-33; Tuomi-Sarajärvi 2011, 20-22.) 
 
Making proper qualitative research requires selecting the correct sources for 
information, they should represent the phenomenon and therefore selecting 
wrong kind of sources will lead to wrong research result. Even in case of 
selecting wrong informants, the interpretation of the research results can still 
be correct, but they are not corresponding with the research problem. Due to 
the nature of the research method, it is not possible to define any exact 
amount for the size of the sample, however, saturation can be used as a way 
to measure when there is enough samples gathered. In practice this means 
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that when new informants do not bring new information, the gathering of 
information can be stopped. The quality of the research is built from the 
depth of gathering information, and from depth of analyzing the information 
gathered. As research resources are limited, these two aspects have to be 
balanced. In depth analyzes are only representing the cases analyzed, and 
having more informants widens the coverage of the research. Nevertheless, 
it should be taken into account that qualitative research is not trying to 
generalize, and therefore it is not worth to use too many resources for 
enlarging the sample. The researcher should analyze the collected material 
already during the material collection phase in order to see when the 
information has saturated and for being able to understand what kind of 
patterns he/she should be looking for. (Kananen 2008a, 34-39; Tuomi-
Sarajärvi 2013, 85-90.) 
 
The data collection methods of qualitative research vary according to the 
amount of knowledge and data available about the researched phenomenon. 
Observing the phenomenon is used when there is not much data available, 
and the researcher tries observers what happens and tries to identify the 
nature and content of the phenomenon. It is important to understand that 
observing can be only used when the phenomenon is so concrete that it is 
possible to observe it. There are different approaches for observing, 
depending on the level of how much the researcher is included in the 
phenomenon. One problem of observing is saving the data, it is not always 
possible to do the observing and saving the data simultaneously, and on the 
other hand also depending on the phenomenon it is not always clear what 
kind of data should be recorded. New technology, like recording the 
phenomenon on video can help the researcher in data collection, however, 
the more there is data, the more resources it takes to analyze it. If there is 
already some information available, interviews can be used for collecting 
data about the researched phenomenon. In interviews the researcher 
discusses with informants and makes questions for them. The aim is to make 
questions, which contribute for find answers for the research questions, 
which further on provide answer for the research problem. In addition to 
observing and interviews also documents can be used as a source for 
information. However, sources should be used critically, but still documents 
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can be used alone as research material, or as an addition for observations or 
interviews. Fourth way of making qualitative research is participation of the 
researcher into the phenomenon. The researcher observers the 
phenomenon, and takes part in it in order to understand it better and repeats 
this cycle. The aim is to affect the phenomenon to develop it, and this 
separates this approach from observing. The last method of qualitative 
research is case research. In this kind of research the researches gets 
familiar to different sources of information related to the cases or cases and 
makes conclusions based on the information gathered. It is important to 
document all the research properly, so that also other people can see how 
the research results are concluded, and the research can this way be 
considered reliable and trustworthy. (Kananen 2008a, 68-85; Tuomi-Sarajärvi 
2011, 71-77, 81-83.) 
 
For analyzing the results of qualitative research, analyzes of the content is 
always a possible way for implementing the analyzes. It can be seen both as 
an analyzing method and as a theoretical framework for larger amount of 
different ways to analyze. There are several ways and logics for approaching 
the collected material, the approach can be for example trying to find some 
general phenomenon connecting several phenomena or as opposite to find 
some exact smaller phenomenon inside a larger one. Moreover, the analysis 
can also concentrate either on finding similarities in the gathered material, or 
be looking for differences in the materials. In addition, the analysis can try to 
conduct a theoretical model, as opposite approach the analysis can be based 
on before known and generally accepted theory, which sets framework for 
analyzing the research material. It is possible to combine both of the previous 
mentioned approaches, which means using the material as a base for 
seeking for patterns, but using some existing theory to support the work. 
When conducting the analysis of a qualitative research, the role of the 
researcher as part of the phenomena rather than outside observer should be 
taken into account.  (Silver et al. 2013, 57-59; Tuomi-Sarajärvi 2011, 91-103.) 
 
In the thesis qualitative research methods are used for the initial research for 
finding out the needs of the judo club related to event management and 
marketing. Group interview is used, as the informants were already used to 
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work together and they would have to make the decision of commissioning 
the thesis, for which there had to be a consensus about the goals of the 
research. Therefore, the chosen method also saved time. The information 
gained in group discussions is also affected by the personalities of the 
participants and by group dynamics, and can rather describe how the 
phenomena is understood within the group rather than how it is in real 
context. (Kananen 2008a, 73-78; Tuomi-Sarajärvi 2013, 74-80.) However, it 
should be taken into account that even if this kind of features of the group 
interview might create mistakes in the information gained, still the group 
discussion clarified what the board of the judo club is expecting to achieve by 
commissioning the thesis. The information gained by the interview could be 
seen to be reliable, as it does not describe the whole phenomena of event 
management and marketing of judo clubs, but the needs of the specific case. 
Moreover, qualitative analyzes methods are used in the thesis also for 
analyzing the results of the questionnaire, as there are both qualitative and 
quantitative questions, from which also the results of the later one can be 
seen to have a qualitative nature, due to the division of the respondents 
compared to the whole population of the research. 
 
The Quantitative research method aims to make a research on a sample 
which would by all matters represent the researched population, and by 
statistical methods provide generalization of the researched phenomenon 
which would apply to whole population. A typical example of quantitative 
research method is a survey. Quantitative research is based on counting 
amounts and processing them, therefore, it also requires a large enough 
amount of answers in the sample in order for the results to be reliable. The 
process of the research is very straight forward by its nature, since the 
beginning there is a research problem for what answer is being looked for, 
and it is clearly defined what kind of information is needed in order to solve 
the problem. At next phase it is decided how the information will be gathered, 
questions and questionnaire for gathering the information is made and the 
gathering of information is implemented. In practice it is also very important 
to pay attention to formatting and testing the questionnaire, so that the 
amount and chances of mistakes are minimalized. Special attention should 
be paid on making the questions, since when it is about language, it is 
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always possible to have many diverse comprehensions for the same content, 
the questions should be clearly understandable also for other people than the 
researcher. The fundamental problem of quantitative research is the aim to 
generalize and make conclusions based on that, for the economic efficiency 
of the research it is not possible to cover the whole population, and therefore 
there is a risk that the sample will not perfectly match the population, and 
errors in the generalization will occur. With selecting the sample it is rare to 
success perfectly, and in case the sample does not represent the real target 
of the research, the results will not be accurate or correct. (Czinkota-
Ronkainen 2007, 258-264; Kananen 2008b, 10-13.) 
 
A survey is based on measuring the information gathered by the study. The 
aspects which are measured are called variables, these variables are 
converted in the research into questions, which then will be answered by the 
respondents. The variable can be for example profession or age. The 
variables are answered by giving values for them, the nature of value should 
be defined on how the data is wanted to be processed later on. Different 
kinds of values can be measured on different scales based on what kind of 
information should be provided by the questions, for example sometimes it is 
enough to know simply if the answer is yes or no, sometimes the frequency 
has to be known, from time to time it might be needed to know the order of 
preference. The arguments for choosing the variables and values should 
always be given, and the target of the research should be defined and 
described, since these actions contribute to the reliability and trustworthiness 
of the research. Moreover, for the reliability it is also important to define the 
research unit, as many kind of organizations can be represented by different 
people, and the same research unit can play a different role in different 
situations, for example a person can be seen as a citizen or a as a customer 
in a different context. (Kananen 2008b, 16-20; Vilkka 2007, 15.) 
 
The key factor for reliability and quality of the research is based on the 
questions and sample size. The respondent should have the needed 
knowledge for answering the question, he or she should be willing to give the 
information and the respondent should also understand the questions 
correctly in order to gain good data by the research. Open ended questions 
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with the required limitations can be used, as well as structured questions and 
questions with a scale, however, the question should always be specific 
enough and ask just one (1) question at a time. Moreover, the order of the 
questions should be logical, and it is good to start with easy and general 
questions and proceeds then towards more difficult or personal questions. 
This way it is possible to build up trust between the informant and the 
researcher during the earlier phases of the data collection and in case the 
respondent is not willing to provide answers for the more personal questions, 
at least data for the general questions is already gathered. Questions should 
be constructed so that they are not leading the respondent towards any 
specific answer. This increases the reliability of the study. Furthermore, the 
reliability can be used by using open questions instead of possibilities of 
choosing from given answers, and by checking the reliability of the 
respondent by giving possibility to give an answer which does not exist in 
reality. The respondent should not be forced to answer on something on 
which he or she does not have the required knowledge, this can be avoided 
by using correct technique for asking the questions, for example first can be 
asked if the respondent is familiar with a variable, and then if the answer is 
positive the opinion or experience of the respondent is asked. Moreover, the 
questions should be simple and clear. It should be understood that in practice 
the research never provides completely correct information about the 
phenomena, but with sufficient level of reliability the information is acceptable 
for being used for different purposes. (Kananen 2008b, 25-35; Silver et al. 
2013, 102-106.) 
 
The collected data should be presented clearly and there are many different 
ways for displaying the data, however, it should be noticed that as 
quantitative research tries to generalize, the information should not be 
presented only in numbers, but also as ratios of the whole amount. In 
addition other statistical figures, such as median or standard deviation can be 
used. Clear way to present information is table, or cross-tabulation. The 
information should also be analyzed in addition to the displaying of it. For the 
analyses correct method should be chosen, and it is important to pay 
attention for connecting the correct reasons with the matching results. 
Connections between different aspects, as well as differences between them 
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should be explained. Moreover, it should be noticed that values of the 
variables can be converted afterwards to less exact form, but it is not 
possible to do it vice versa. Therefore the measurements should originally be 
as exact as possible, which in practice means having more possible 
categories of values for one variable. (Kananen 2008b, 41-62; Vilkka 2007, 
13-14.) 
 
5.2 Implementation of Qualitative Research 
After writing about the theory of the topic of the thesis and the theoretical 
framework of the research methods, qualitative group discussion with 
representatives of Koyama Ry was made on 27 April 2014 during a meeting 
of the board of the judo club. The people participating to the group discussion 
were from the board of the judo club, some juniors representing the youth of 
the judo club as well as the employees of the judo club, who are working for 
development of Koyama Ry. The discussion started by presenting the topic of 
the thesis for the participants of the discussion, and they were asked what 
kind of information the club would need about events. From that the 
discussion moved on mainly as dialogue, even though sometimes the 
discussion was guided by presenting questions from the question guide and 
by making questions to specify the needs raising from the discussion. As 
question guide the following aspects were wanted to be researched. First of 
all it had to be clear what is the overall development aim of the judo club for 
the next years, and secondarily what they want to achieve with arranging the 
Koyama-Shiai 2014 –competitions. Moreover, it had to be clarified what kind 
of knowledge they already have on event management and marketing, and 
what kind of research the author could make in order to contribute to the 
improvement of the event in the future, perhaps even on a way which could 
be applied to majority of their events. In addition the interview aimed to 
provide an overall view of how the event is organized, for example how is the 
timetable made and what kind of organizational structure they have. As a 
member of the board the author of the thesis was also taking part in the 
meeting where the decisions concerning the even were made. Some aspects 
of the group discussion the author already knew, due to his position in the 
judo club during last few years, however these goals were clarified during the 
group discussion. The question guide can be found from appendix number 
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one (1). 
 
5.3 Implementation of Quantitative Research 
The survey questionnaire for the participants and potential participants of 
Koyama-Shiai 2014 was created in the end of May 2014, before the actual 
event, based on the theoretical framework of the thesis and previously made 
qualitative group discussion with representatives of the commissioner of the 
thesis. Before the event the questionnaire was accepted by representatives 
of the commissioner as well as by the supervisor of the thesis from the 
Lapland University of Applied Sciences. The questionnaire was made in 
Finnish, as majority of the participants of the event, and the main target 
groups of the event were Finnish speaking. The questionnaire contained 
quantitative questions as well as open ended qualitative questions to gain 
more information from the respondents. In the beginning of the questionnaire 
background information of the respondents was asked, after this there were 
open ended questions asking the reasons why people did or did not 
participate to the event, or what would have been the most important reasons 
for those choices. The next question was about sources of finding information 
about the competition, followed by close ended quantitative questions and in 
the end there was opportunity to write feedback about the competitions or the 
survey itself. This kind of order of the questions was chosen in order to make 
the questionnaire more appealing for the respondents, as it would start with 
easy questions about the background of the respondent. The open ended 
questions were placed after the beginning in order to avoid influencing the 
answers of the respondents by the rest of the questions. The questions which 
required less thinking were placed between the questions requiring more 
thinking for making a comfortable rhythm of difficulty of questions for the 
respondent. This was done for avoiding the respondent to get frustrated, 
which could eventually lead to lower amount of responses or lower the 
reliability of the answers. The English translation of the questionnaire can be 
found from appendix number two (2). 
 
Collecting the answers was decided to be done only online via Webropol 
survey tools, as the author of the thesis would not have had time to distribute 
paper copies of the survey in the actual event. In addition, there were also 
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participants who were turning ten (10) years old during the competition year, 
or even younger, and for them some of the questions could have been hard 
to understand, leading to different kind of comprehensions of the questions 
and then lowering the reliability of the research. Moreover, only online 
distribution was chosen in order to minimize the risk of the same respondents 
giving two answers by accident, which could have been easier, if they already 
filled a paper copy of the survey and received an e-mail about the survey, 
which they could have filled in again. Due to the distribution channels the link 
to the survey was public, meaning that individual respondent could have 
given multiple answers, but this also made it possible to get answers from the 
people who were contacted through one e-mail address, for example 
different members of a family. The population to be researched was chosen 
based on the clubs from where the participants of the events of Koyama Ry 
more often come from. In addition, one club outside of these typical ones was 
later on requested to be added to the population by the commissioner, as 
they had got the information that in this club there were several people 
interested to take part in the competitions. The population originally included 
the following clubs: Koyama Ry, Byakuya Ry, Pellon Judoseura, Vihannin 
Judo, Kajaanin judokerho, Oulun judokerho, Kokkai-Kan, Kita-Kan, Hauve-
Kan, Raahen Judo, later on Tampereen Judo was added to the population. 
The three (3) clubs from the area close to Rovaniemi, which are not actively 
participating or do not have active judo activities on the moment were not 
included to the research, as getting information from them was not seen to be 
relevant for the purposes of the research. 
 
The competitions were held on Sunday first of June 2014, and the survey 
was distributed the day after via e-mail to the members of Koyama Ry, and 
request to forward the survey for their members was sent to nine (9) other 
clubs belonging to the chosen population, to their contact e-mail address. At 
this point the survey was not yet send to Tampereen Judo. From those nine 
contacted clubs two (2) confirmed that they had distributed the survey 
forward. On 3.6.2014 the survey was also sent to a representative of 
Tampereen Judo, as it was requested by the commissioner. Four days after 
sending the survey, 6.6.2014, the cover letter and link to the survey was also 
distributed through Facebook page of four (4) judo clubs, including Koyama 
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Ry, Byakuya Ry, Kajaanin Judoseura and Oulun Judokerho. On Saturday 
7.6.2014 a reminder about the survey was sent for members of Koyama Ry. 
The deadline for answering the survey was set one week after sending out 
the survey, meaning Monday 9.6.2014. Finally, the survey was closed on 
16.6.2014, this gave the chance for people to give their answers after the 
deadline. This was considered a good solution, as most of the respondents 
were familiar with the author of the thesis, and some of them informed the 
author of the thesis that they would give their response to the questionnaire 
later than what the deadline was. 
 
In addition to making the research via the questionnaire the author of the 
thesis was participating to the practical arrangements of organizing the 
competitions. Before the competitions the responsibility of the author was to 
arrange the IT-devices and personnel of the event, and to establish the 
competitions to JudoShiai-program, which was used as the system to run the 
competitions. During the competitions the author was working as 
competitions leader, basically responsible for running the actual competitions, 
excluding the work of the referees. Also cafeteria and medical services were 
not in his responsibility, even if they were organized by Koyama Ry. 
 
5.4 Analyzing the Results 
5.4.1 Results in General 
The role of the author of the thesis in this specific competition together with 
several years of experience in working in different competitions and 
participating to different kind of events of different judo clubs gives certain 
base for reflecting the research results. Having the knowledge of why certain 
decisions were made during the competitions also helps to understand some 
results of the survey and what could have led to the respondent giving a 
specific answer. For example one respondent was notifying that in one 
category there was exceptionally large gap in the weights of the participants 
of the category, for which the decision was actually done by the request of 
the lightest competitor of the category. The role of the author in the 
competitions could risk the objectivity of the research. This has been tried to 
be avoided by basing the conclusions of the research to the information 
gained from the respondents of the survey, and if needed, additional 
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information is gathered from other people than the author. Moreover, the 
author did not influence beforehand the decisions about organizing the 
competitions in order to get a picture of the current situation of organizing 
events of the club actually is. For analyzing the quantitative questions the 
results have been explained by words, and the explanations are arranged to 
an order, where related questions or counter questions are compared. More 
sophisticated analyzing methods are not applied, as it seems that it would not 
provide any additional value for analyzing the results, as the same 
information can be already seen from the explanations. Moreover, using 
more complex methods would require larger sample, as the current amount 
of responses per question would easily fall under the limit of being 
statistically significant, if the respondents were divided into smaller groups 
than what has been used in the analyzes. The chapters of analyzing the 
results do not include conclusions of the research results, but sometimes 
there are mentioned some aspects what could have been a reason behind 
the answers of the respondents.  
 
In total there were 53 respondents, from who 36 answered that they had 
taken part in the event, representing 67,9 % of the respondents, 17 
respondents told that they did not take part in the competitions. However, 
within the 17 respondents giving the information that they did not participate 
to the competitions there might have been different kind of comprehension of 
the question number 1: “Did you participate to Koyama-Shiai 2014 –
competitions?”, as nine (9) respondents also fully or partly agreed to 
statement: “The atmosphere in the competitions was good”, while eight (8) 
people answered that they do not know, or the statement does not apply to 
them. Also eight (8) people partly or fully agreed to the statement: 
“Competitions arrangements fulfilled my expectations”, while nine (9) people 
replied that the do not know, or that the statement does not apply to them. 
These features indicate that the respondents could have actually been 
participating to the event. Nevertheless, it has to be taken into account that 
the competitions were broadcasted online, due to which it might be possible 
to give the answer to the different questions even without being physically 
present at the competitions. Therefore, it is unclear, if the people who 
answered that they did not take part in the competitions meant they were not 
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present in the event, or that they were not competing in the competitions. 
Due to this unclearness emphasize on the analysis is put on the results of the 
respondents who answered that they took part in the competitions. Other 
kind of grouping of the respondents has not been done, since the sample of 
the research is relatively small, and therefore more exact division of the 
respondents would lead to small categories, where statistical significance 
would not be reached. In table 3 the division of the respondents according to 
their roles has been displayed, in relation to the total amount of respondents 
who gave the same answer for the question if they took part in Koyama-Shiai 
2014 or not. 
 
Table 3: Division of the respondents by their role in the event, in relation to the total 
amount of respondents who took or did not take part in the event 
Role Took part 
N=36 
Did not take part 
N=17 
Competitor 31 % 29 % 
Coach 6 % 18 % 
Guardian 28 % 47 % 
Spectator 31 % 35 % 
Referee 14 % 0 % 
Worker 31 % 24 % 
 
5.4.2 Results of Respondents Participating in the Event 
In table four (4) the amount of respondents in different roles who answered 
that they took part in the event is displayed in relation to the estimated 
amount of roles of people who were participating to the competition. The total 
amount of the respondents was 36, but they acted in 50 different roles in the 
event. The amount of respondents in different roles is taken from the answers 
of the survey. On the column at right side, the total amount of competitors is 
based on statistics of the competition program, the rest of the total amounts 
are based on estimations done during the competition. With amounts of 
coaches and guardians it has to be taken into account that the 
comprehension of the meaning of guardian might vary from person to person, 
for example sometimes it is not clear if someone is a coach or a guardian. 
Moreover some respondents might have understood the role of guardian to 
be used also when being present to take care of a family member, while 
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actually this role refers to someone who is present by commission of a judo 
club, taking care and helping the competitors of the judo club. The high 
number (9) of respondents replying that they were guardians of Koyama Ry 
and their answers for open ended question number six (6), such as: “Taking 
care of little sister, I want to help, it is fun to be there”, indicates that there has 
been this kind of miscomprehension at least to some extension. In the last 
row of the table, the sum of roles is counted from the total amount of roles 
given by the respondents and displayed in relation to the estimated total 
amount of different roles, for which the total amount is the sum of the figures 
from the rows above. 
 
Table 4: Amount of respondents taking part in the event in relation to the estimated 
total amount of people participating in the event. 
Role Respondents in a role 
N=36 
Estimated total amount 
of roles in the event 
Competitor 14 % 78 
Coach 50 % 4 
Guardian 83 % 12 
Spectator 24 % 45 
Referee 45 % 11 
Worker 69 % 16 
Sum of roles 30 % 166 
 
When considering the amounts of respondents who answered that they took 
part in the competitions it can be seen that 30 respondents (83 %) were from 
Koyama, including one who answered “other”, but told in the open section 
that he or she was living in the area of Koyama Ry, but was not register as an 
actual member of the club.  Five (5) respondents were from other clubs than 
Koyama, and were all competitors. One (1) respondent did not give the 
information from which club he or she was, but it can be seen that the 
respondent was in the role of a guardian. Due to the small amount (14 %) of 
respondents from other clubs, and the one unidentified respondent (3 %), 
most of the results of the survey are not analyzed by dividing the 
respondents by their club. This decision has been made, as not every cell in 
cross comparison would reach the amount of five (5) sample units, and 
therefore according to Kananen it would not lead to reliable results (Kananen 
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2008b, 48-49). Moreover, the answers are often not analyzed separately by 
grouping the respondents for example by the role, age or home club of the 
respondent, in order to protect the confidentiality of the answers. With exact 
division by some criteria the answers could possibly be rather easily 
connected to the individual respondents. 
 
When analyzing the results of the question number nine (9): “In my 
opinion”, which itself is a statement battery, it can be said that the 
respondents mostly have been giving similar answers between each others. 
In this statement battery there were 17 questions, from which three (3) were 
control questions, in practice located to latter half of the question battery, 
contradicting some questions from the first half. These control questions 
were chosen to be concerning the most important aspects which wanted to 
be found out by this question battery. The table of answers for the statement 
battery can be seen from the appendix number three (3). 
 
One of the statements in the statement battery for which the answers were 
mostly divided, when taking into account the questions that people still 
considered to apply to them was the question: “The competitions were at a 
time that was suitable for me” (N=36). For this statement more than a half 
(58 %) of the respondents completely agreed with the statement, one fifth (19 
%) partly agreed, seventeen percent (17 %) partly disagreed and six  percent 
(6 %) of the respondents completely disagreed with the statement. It should 
be noticed that the amount of respondents in the last part is not reaching the 
limit of being statistically significant. Therefore, it could be said that one fifth 
(22 %) of the respondents either fully or partly disagreed with the statement. 
The control statement: “The competitions were not at a time that was 
suitable for me” (N=36) indicates similar results as the previously mentioned 
statement. In this case one fifth (22 %) of the respondents completely or 
partly agreed, fourteen percent (14 %) partly disagreed, more than a half (56 
%) completely disagreed and less than one tenth (8 %) could not say or did 
not consider the statement to apply to themselves. Also here the last figure 
remains under the statistical significance. The division of the answers inside 
the statements and the correlation indicates that the respondents have been 
honest in their answers, in the sense that they do not contradict each other’s. 
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For statement: “Competition arrangements were proficient” (N=36), more 
than sixty percent (63 %) completely agreed and almost one third (31 %) 
partly agreed with the statement. Partly disagree and could not say got both 
three percent (3 %) of the answers, however, not being statistically 
significant. With control statement: “Competition arrangements were not 
proficient” (N=36), three out of four (75 %) of the respondents completely 
disagreed with the statements, while the other answers all remained under 
the limit of statistical significance. It should be taken into account that in this 
case the lack of correlation does not mean that the answers would be 
contradicting each other’s, but it rather a result of the assumptions used to 
calculate the correlation. By comparing the divisions of the answers of the 
statements it is possible to say that also here the respondents have been 
giving reliable answers.  
 
When considering the statistically significant answers for the statement: “The 
competitions fit  my goals in judo” (N=36), it can be seen that almost forty 
percent (39 %) completely agreed, one fourth (25 %) of the respondents 
partly agreed with the statement, and around thirty percent (31 %) of the 
respondents did not consider the stamen to apply to them. The answers can 
be considered to be trustworthy, as to the counter statement: “The 
competitions did not fit to my goals in judo” (N=36) almost sixty percent 
(58 %) completely disagreed with the statement, while one third (33 %) did 
not consider the statement to apply to them. The rest of the answering 
options were not reaching statistically significant amounts of responses. 
 
More than a half (58 %) of the respondents completely agreed that there 
were suitable tasks for them (N=36), while almost one fifth (19 %) partly 
agreed with this, while around one fifth (19 %) of the respondents did not 
consider the statement to apply to them, or did not know what to answer. 
Almost thirty percent (28%) of respondents completely agreed that there 
were suitable opponents for them (N=36), while altogether six out of ten (61 
%) of the respondents did not consider this to apply to them, or did not know 
what to answer. Six percent (6 %) of the respondents partly agreed to have 
suitable opponents, while the same amount (6 %) also completely disagreed 
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with that, however both of the figures are not statistically significant. 
 
Majority (89 %) of the respondents completely agreed that the competition 
place was suitable for the needs of the competition (N=36), the rest of 
the answers were divided in statistically insignificant amounts for the 
answers: Partly agree (8 %) and partly disagree (3 %). Eight out of ten (83 
%) respondents completely agreed that the distance to the competitions 
was suitable (N=36), statistically insignificant amount of responses were 
received by the answers: Partly agree (8 %) and does not apply to me, or I 
do not know what to answer, altogether by eight percent (8 %) of the 
responses. Seventy-five percent (75 %) of the respondents completely 
agreed that the transportation connections (N=36) to the competition place 
were good, while altogether almost one fifth (17 %) did not know what to 
answer, or did not consider the statement to apply to them. The results 
shown by the answers of these statements is further enchased when 
analyzing the answers of the open ended question six (6): “Mention 
maximum three (3) most important reasons to participate in Koyama-
Shiai 2014 –competitions (if you did not take part in the competitions, 
tell what would have been the most important reasons)” (N=36), where 
altogether 16 respondents answered that one of those reasons was that the 
competitions were organized by their own club, were close by or that the 
distance was short, or that the trips to other places are expensive and long. 
Furthermore, the fact that the competitions were organized by the own club 
or that the distance was suitable was the only answer by some respondents.  
When considering the answers of the before mentioned statements, it should 
be taken into account that majority (83 %) of the respondents were from 
Koyama Ry, and some of them were making decisions about arrangements 
of the competitions. This also indicates, and is confirmed by the question six, 
that they live relatively close to the place where the competitions were held, 
and are also familiar with it, as also the practices are held in the same 
premises.  
 
Big part (81 %) of the respondents completely agreed that there were the 
needed services in the competitions (N=36), the rest of the responses were 
statistically insignificantly divided to the answers: Partly agree (11 %) and I 
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do not know what to answer and does not apply to me altogether close to ten 
percent (8 %) of the answers. In  open ended question 10: “Would you have 
wanted to have other services in the competitions” (N=36) only two 
respondents (6 %) would have wanted to have other services. Other one of 
the respondents would have wanted better choices for categories when 
registering for the competitions and the other one better and bigger screen to 
follow the results. The rest (94 %) of the respondents answered no for 
question 10. In question number nine (9), with statement: “The services had 
suitable prices” (N=36) clearly over half (67 %) of the respondents 
completely agreed, more than one tenth (14 %) partly agreed, while 
altogether almost one fifth (19 %) of the respondents did not know what to 
answer or did not consider the statement to apply to them. When considering 
the answers related to the prices of the services, it has to be taken into 
account that people working in the competitions got cafeteria services for free 
of charge. 
 
Most of the respondents (83 %) of the respondents fully agreed that the 
competition arrangements fulfilled their expectations (N=36), and almost 
all of the rest of the respondents (14 %) partly agreed with the statement. 
Statistically insignificant amount of respondents (3 %) completely disagreed 
with the statement. Almost half (44 %) of the respondents completely agreed 
that it was easy to find information about the competitions (N=36), while 
close to one third (31 %) partly agreed with this. Altogether seventeen 
percent (17 %) of the respondents did not know what to say or did not 
consider the statement to apply to them. Statistically insignificant amount (8 
%) of the respondents partly disagreed with the statement. From question 
number eight (8): “From where did you get the information about 
Koyama-Shiai 2014 –competition?” (N=36) it can be seen that the most 
common sources to find information about the event were website of Koyama 
Ry (19 answers), from coach (19 answers), via e-mail (17 answers) and from 
family member (13 answers), while the rest of the alternatives got zero (0) to 
seven (7) answers. Not a single respondent stated that they got the 
information via the control option, which was “from Facebook of Finnish Judo 
Association”, and therefore the respondents could be considered been 
honest. 
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In addition to previously mentioned results, from question six (6): “Mention 
maximum three (3) most important reasons to participate in Koyama-
Shiai 2014 –competitions (if you did not take part in the competitions, 
tell what would have been the most important reasons)” (N=36) also 
aspects which support the results of the close ended questions can be found, 
as well as some information which further on specifies the gained knowledge 
or provides new information. One of the most important reasons seems to 
commonly be to gain more experience and to measure own development. 
Furthermore the respondents gave as an important reasons to contribute for 
the common good by working in the competitions as well as seeing friends 
and making new ones. 
 
From the open ended question number seven (7): “Mention maximum three 
(3) most important reasons to not to participate in the Koyama-Shiai 
2014 –competitions. (If you took part in the competitions, tell what 
would have been the most important reasons to not to take part)” (N=36) 
clearly most common reason appears to be being ill or bad timing of the 
competitions. Minor amount of respondents said that pressure or fear of 
failing could prevent them from participating to the event, even if not being 
common, this is still an important aspect to take into account. A few a few 
respondents said that one reason would be to not to have enough 
competitors and therefore not a proper class for the respondent. The same 
topic is also discussed in the question 11: “Here you can write other 
comments or feedback regarding the competitions or the 
questionnaire:” (N=14), where some respondents said that there should be 
more competitors and better categories for the competitors, since many of 
the categories were combined in Koyama-Shiai 2014. One respondent 
answered: “… combinations of the categories were strange, 48 kg in the 
same category with 68 kg…”, in this case the lightest competitor was placed 
in the category by her own request, as otherwise she would not have had a 
class at all. This answer represent well the fact that not all the competitors or 
other participants are aware of the reasons behind making the categories, 
such as the requests of the competitors or coaches or the aim to make 
categories with maximum amount of matches, and therefore some of the 
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research results have to be considered with care. Same aspect can be seen 
from response in the same question (11), where respondent wonders why 
there was a long break in between the weigh in and start of the competitors, 
and also notifies that smallest kids could start the competitions.  
 
5.4.3 Results of Respondents not Participating in the Event 
There were 17 respondents who told that they did not take part in the 
competitions, however, as mentioned before, there might have been 
miscomprehension of what was meant by taking part in the event. Due to this 
uncertainty, the answers have to be considered carefully, and are not 
analyzed in the same scale as the answers of the respondents who told that 
they took part in the competition. 
 
From the respondents who did not participate to the event, more than a half 
(59 %) completely agreed with the statement: “It was easy to find 
information about the competitions” (N=17), found from the statement 
battery. Statistically insignificant amount, one quarter (24 %) of the 
respondents partly agreed with the statement, and close to one fifth (18 %) 
did not know what to say or did not consider the statement to apply to them. 
From close ended question number eight (8) (N=17), it can be seen that the 
main source for finding information about Koyama Shiai 2014 –competition 
was website of Koyama Ry (13 answers). The second most common way 
was via e-mail (8 answers), third most common being hearing about the 
competition from coach (5 answers). Other options received from one (1) to 
three (3) answers, excluding the control option, which was the option of 
finding the information from Facebook-site of the Finnish Judo Association, 
where there was not any information in reality, and received zero (0) 
answers. 
 
The answers of the open ended question six (6): “Mention maximum three 
(3) most important reasons to participate in Koyama-Shiai 2014 –
competitions (if you did not take part in  the competitions, tell what 
would have been the most important reasons)” (N=17) show similar 
results to the ones from respondents who took part in the event. Most of the 
respondents gave as reasons that the competitions are close by or organized 
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by their own club, testing their skills and gaining experience on competing. In 
addition, as common reasons also meeting friends and good atmosphere as 
well as working in the competitions were mentioned. Some answers also 
mentioned the children of the respondent practicing judo, well organized 
event and supporting their own club as the reasons. 
 
Also the answers in the open ended question number seven (7): “Mention 
maximum three (3) most important reasons to not to participate in the 
Koyama-Shiai 2014 –competitions. (If you took part in the competitions, 
tell what would have been the most important reasons to not to take 
part)” (N=17) were mostly matching the reasons the respondents who took 
part in the competitions gave. In case of people who did not take part in the 
competition the most common reason was the bad timing of the competition, 
as it was in the same weekend of ending of schools. Other common reasons 
appear to be lack of competitors and lack of suitable opponents, as well as 
being ill or having some other, not judo related, events in personal timetable 
of the respondent. 
 
5.4.4 Summary and Conclusions of the Research Results 
The research itself can be seen to have decent level of validity, as the 
questions match with the need of information of the commissioner, and they 
are also covered in the theoretical framework of the thesis. The research 
seems to also be reliable, as similar things, both positive and negative, were 
seen from the research results and are also heard from the people who were 
working in the event. Moreover, the respondents were not contradicting 
themselves. However, the limited amount of answers, even if being decent, 
should be taken into account when making conclusions of the research 
results. The research should be considered to be more of a qualitative nature 
rather than a quantitative, as according to Vilkka, referring to Heikkilä (2004) 
and Nummenmaa (2006), the minimum recommended amount of sample 
units can be seen to be 100, if statistical methods are used in the research 
(Vilkka 2007, 17). Furthermore, it has to be considered that majority of the 
respondents were members of the organizing club, and many of them had 
also been in the role of a worker or a referee in the competitions. These 
aspects should be taken into account when considering the research results, 
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as now the answers of members of Koyama Ry and the roles of workers are 
emphasized in the sample, and therefore the results do not represent the 
whole population of the research.  The answers of the respondents were 
homogenous, which gives a hint that the respondents had similar opinions 
and experiences from the event. Still it has to be understood that the results 
cannot be reliably generalized, and any kind of generalization should 
basically be limited to the members of Koyama Ry. 
 
The overall impression of the research results is that the Koyama-Shiai 2014 
–competition had been a successful event, almost all the respondents 
completely or partly agreed with the statement that the competition fulfilled 
their expectations. The basic questions what, why and what for were covered 
already covered when starting to plan the event, while these are also 
supported by the ways of practicing judo as well as by the action plan of the 
judo clubs. In addition, this aspect is supported by the respondents saying 
that there were the needed services in the competitions and they in general 
did not feel need for any other services, and the services were experienced 
to have suitable price. Moreover, most of the respondents who felt that the 
competition could fit to their goals in judo told that it actually fit to their goals. 
Who organizes and who leads appear to be taken into account and the 
choices of the organizational structure and personnel have been good, as the 
respondents had experienced the arrangements to been proficient. The same 
is indicated by the fact that the respondents said that the atmosphere in the 
competitions was good, as huge impact on this aspect is created by the 
people working in the event. 
 
The location of the competition was experienced to be good for the event. 
Majority of the respondents told that the place was suitable for the 
competitions, which means that the premises have been good. Also the 
transportation connections were experience to been good, as well as the 
distance to the competitions to been suitable. From the open ended 
questions it can be pointed out that for many respondents it was important 
that the competitions were arranged by their home club, or that it was within 
a reasonable distance from their home. Some from some responses it can be 
seen that people participated to the competition in Rovaniemi  in order to 
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have events also in the future in the Northern Finland. 
 
Most of the respondents, in a role where some tasks were assigned for them, 
told that there were suitable tasks for them in the competition. Same applied 
to having suitable opponents, though in this case the opinions were more 
divided than in the previous one. Responses for the open ended questions 
also indicated that important reasons for the respondents to participate in the 
competitions were testing their own skills and gaining more experience. Also 
seeing friends or making new ones and contributing for the common good by 
working in the competitions seemed to be important reasons for taking part in 
the event. In addition, good atmosphere and making things together was 
mentioned. One respondent said that working in the competitions also seems 
to give appreciation from the other members of the judo club towards 
him/herself. This aspect of having a good team spirit and gaining 
appreciation within the club can be further used as an advantage when 
arranging events. It could be tried to be enhanced by feedback and thanking 
sessions, which could lead to increased motivation to participate to the 
events in the future, in role or another. It might contribute to the everyday 
actions of the judo club, as it is run mainly on volunteer bases. 
 
Many of the respondents answered that they did not take part or would not 
have taken part because of bad timing of the event. Other common reason 
preventing them from participating would have been illness or other similar 
reason, for what it is not possible to effect by the actions of the participants, 
neither by actions of the event organizer. The timing of the competitions 
divided the opinions of the respondents, which indicates that the timing of the 
event was not the best possible one, which was expected by the organizers 
already before the competition. Other important reason for endangering the 
participation to the event is the low amount of participants possibly leading to 
lack of suitable opponents. In addition, even if not being a general thought, a 
possible reason for decreasing the motivation or preventing participation to 
the competition was seen to be fear of failing or having pressures to succeed. 
This should be taken into account not only when communicating competitors, 
but also with workers and referees of the event. Still it has to be realized that 
some roles, especially being a referee includes always some amount of 
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pressure and criticism from other people. To prevent the problem of extra 
pressure and fear, the people in different roles could be further on educated 
more, while it is also important to give them enough feedback, both from 
what went well and what they should improve. 
 
When considering what the author of the thesis has noted while observing 
the organizing process of the Koyama-Shiai 2014 and the results of the 
survey, there are many aspects which are handled well, yet there is still some 
space for improvements.  The experience and professionalism of the people 
organizing in the event was visible, as well as the more or less fixed roles of 
the people in the event and the experience of working together as a team. 
Therefore, some parts of event management and event planning are not 
clearly visible, but are completed by following the old, already build 
processes. Within this paragraph the areas with a need of development are 
mentioned, the other parts are left out, as they are already on a decent level. 
The biggest parts to improve could be said to be setting the objectives for the 
event and event evaluation. There did not seem to be clear objectives set for 
the competition, and therefore there is lack of hard data, which could assist 
on evaluating how successful the event was. This also affects the event 
evaluation, which cannot be fully completed without clear objectives. 
Moreover, there was not any proper feedback session organized for the 
people who worked in the competitions, or who were organizing it. In case of 
this specific event these lacks of event management and planning are partly 
compensated by this thesis, as it gives hard data to analyze the success of 
the event into some scope. In addition to the previously mentioned, there are 
some aspects to be taken into account, what can be further on emphasized 
for the participants of the event in order to justify for them some choices 
made by the organizers of the event. These aspects mean underlining why 
there is a certain amount of time between the weigh in and start of 
competitions, as well as why the different categories are built like they are. 
What comes to event marketing, the research results give some kind of 
information what communication channels have been efficient, and this 
information could be used in the future for efficient reaching of the target 
groups of the event. The exact needs of development in this field are not 
covered by the scope of the thesis, but it can be seen that also for marketing 
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specific objectives should be set, and the brand of Koyama Ry could be more 
strongly visible in the competitions and in the marketing of the event. These 
objectives should be connected with the objectives of the event itself. 
 
The author of the thesis would recommend Koyama Ry to take into account 
the research results and development needs mentioned in this chapter of the 
thesis. In addition it would be advisable to make a standard documented 
process for arranging events. This could help to ensure that all steps of the 
process of arranging an event are taken into account and talked through, 
such as defining the objectives for the event and arranging a feedback 
session, which in the case event were forgotten. Moreover, it could ensure 
that in the end needed documentation is done for learning in the future from 
previous experiences, as well as these documents could help when writing 
for example the annual report of the judo club. Furthermore, the system of 
tracking to which events members of the club take part, and what events are 
arranged could be used for following the trends of events, and for the 
development of the events of the judo club. Also it is recommended to make 
it a standard procedure to regularly make researches like the thesis, in order 
to see how the participants of the events experience the events. However, 
since the basic theoretical framework is hopefully widely enough covered in 
the thesis, it could be enough just to make a questionnaire and analyze the 
answers of it and make conclusions about it. As well as making similar 
researches, it could be advisable to make a more in-depth research about 
the marketing of the judo club, in order to further improve it, as the scope of 
the thesis does not allow to go very deeply into that topic. 
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6 EPITOME 
The thesis fulfills the aims set by the commissioner to some extent. The 
research results confirm the expectations the commissioner had, in addition, 
it provides data of what there was no information, such as the sources from 
where people found information about the event or how easy it was to find 
information about it. Due to the relatively low amount of respondents, the 
information provided by the survey and its results is not suitable for 
generalization to the whole population taking part in the competition, still it 
gives an idea of the experience of the members of Koyama Ry participating 
to the event. However, the thesis is the first research made about events of 
the commissioner, and therefore it provides some valuable information by 
giving researched facts instead of having to rely on assumptions. During the 
process of writing the thesis some places for development of event 
management and marketing were noticed, which hopefully will contribute to 
the mentioned fields in the operations of the judo club. The thesis will 
hopefully work as a basic handbook for event management of judo clubs in 
peripheral areas, as it includes the basic aspects of event management and 
marketing. Moreover, some principles presented in the thesis, such as the 
parts related to  fundraising, can be applied also in operations of judo clubs in 
general, even when not related to events. It could be said that the same 
principles apply to other organizations as well, at least when related to non-
profit work or sports organizations. The contact person of the commissioner 
read through the thesis before the preliminary checking of the thesis. He told 
that the theoretical part of the thesis provides useful information for the judo 
club, as well as the empirical part. Also it was said that the thesis will work as 
a tool to continue developing the events of the judo club, since it provides the 
required information for developing for example standardized documents for 
administrative work of the event management. 
 
The thesis could have been improved by having larger amount of 
respondents for the survey, as the sample could have represented the whole 
researched population better. The possibilities for gaining more respondents 
was limited, due to the timing of the event. The questionnaire was sent out 
the next day after the event, when summer vacations in schools had already 
started, and basically the only way to efficiently contact the research 
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population was via e-mail. Moreover, the high amount of young children 
within the participants limited the possibility to collect the answers via paper 
copies during the event, as well as the role of the author as a person working 
in the event. The analyzing methods of the research are relatively basic. 
During the process of analysis of the data some more complex methods were 
implemented, but the information gained did not provide new, significant 
information. Therefore, the results of those analyzes are left out from the 
thesis. As the thesis can be seen a practice for research work and 
demonstration of professional skills, and at least on some fields of sciences 
Bachelor or Master level thesis rarely are scientifically significant, too much 
attention is not needed to be paid on size of the sample, but the size should 
be taken into account in the thesis (Sarajärvi-Tuomi 2013, 85).  It could be 
said that the process of making the thesis has fulfilled its purpose of 
practicing research and contributing to professional development, even if the 
amount of respondents of the survey was relatively low, and a larger sample 
could have made it possible to apply more analyzing methods to the material, 
which might have provided more information. 
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Question guide for the qualitative interview Appendix 1 
 
As guiding questions for the interview: 
What is the development aim of the club within next 5-10 years? 
What is wanted to be achieved by organizing Koyama-Shiai 2014? 
What kind of information / researches the club already has from event 
management and marketing? 
What kind of information is still needed to be gained from the event? 
How has organizing the event been timetabled? 
What kind of organization is used to arrange the event?
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English translation of the questionnaire Appendix 2 
of the quantitative research 
 
1. Did you participate in Koyama-Shiai 2014 –competition? 
- Yes 
- No 
 
2. In competitions of Koyama I am (you may choose multiple options) 
- Competitor 
- Coach 
- Guardian 
- Spectator 
- Referee 
- Worker 
 
3. I belong to age group 
- People turning 18 in the competition year and older 
- People turning 15, 16 and 17 in the competition year 
- People turning 13 and 14 in the competition year 
- People turning 11 and 12 in the competition year 
- People turning 10 in the competition year and younger 
 
4. My club is 
- Byakuya 
- Hauve-Kan 
- Kajaanin judokerho 
- Kita-Kan 
- Kokkai-Kai 
- Kostomuksha judo club, RUS 
- Koyama 
- OJK 
- Pellon JS 
- Raahen judo 
- Vihannin judo 
- Other, what? 
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5. Have you participated in competitions arranged by Koyama Ry before? 
- Yes 
- No 
 
6. Mention maximum three (3) most important reasons to participate in 
Koyama-Shiai 2014 –competitions (if you did not take part in the 
competitions, tell what would have been the most important reasons) 
 
7. Mention maximum three (3) most important reasons to not to participate in 
the Koyama-Shiai 2014 –competitions. (If you took part in the competitions, 
tell what would have been the most important reasons to not to take part) 
 
8. From where did you get the information about Koyama-Shiai 2014 –
competition (you may choose multiple options) 
- Website of my own club 
- Website of Koyama 
- Website of the Finnish Judo Association 
- Website Judoshiai.fi 
- Facebook-site of my own club 
- Facebook-site of Koyama 
- Facebook-site of the Finnish Judo Association 
- Via e-mail 
- Coach 
- Someone practicing with me 
- Family member 
- Other, what? 
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9. In my opinion (choose the alternative best representing your opinion) 
 
4 
Completely 
agree 
3 Partly 
agree 
2 Partly 
disagree 
1 
Completely 
disagee 
I do not 
know 
what to 
say 
Does not 
apply to 
me 
The competitions were at a time 
that was suitable for me 
      
Competition arrangements were 
proficient 
      
In the competition there were 
suitable tasks for me 
      
In the competition there were 
suitable opponents for me 
      
The competition fit  my goals in 
judo 
      
Transportation connections to the 
competitions were good 
      
The distance to the competitions 
was suitable 
      
The competition fee was suitable       
The competition place was suitable 
for the needs of the competition 
      
The competitions were not at a 
time what was suitable for me 
      
It was easy to find information 
about the competition 
      
There was a good atmosphere in 
the competition 
      
The competition did not fit to my 
goals in judo 
      
Competition arrangements were 
not proficient 
      
There were the needed services in 
the competition 
      
The services had suitable prices       
The competition arrangements 
fulfilled my expectations 
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10. Would you have wanted to have other services in the competitions? 
- Yes, what? 
- No 
 
11. Here you may write other comments or feedback regarding the 
competitions or the questionnaire
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Results of statement battery in question nine (9) Appendix 3 
 
4 
Completely 
agree 
3 Partly 
agree 
2 Partly 
disagree 
1 
Completely 
disagee 
I do not 
know 
what to 
say 
Does not 
apply to 
me 
Total 
The competitions were at a time 
that was suitable for me 
58.33% 19.44% 16.67% 5.56% 0% 0% 36 
Competition arrangements were 
proficient 
63.89% 30.56% 2.78% 0% 2.78% 0% 36 
In the competition there were 
suitable tasks for me 
58.33% 19.44% 2.78% 0% 5.56% 13.89% 36 
In the competition there were 
suitable opponents for me 
27.78% 5.56% 0% 5.56% 2.78% 58.33% 36 
The competition fit  my goals in 
judo 
38.89% 25% 2.78% 0% 2.78% 30.56% 36 
Transportation connections to the 
competitions were good 
75% 5.56% 2.78% 0% 5.56% 11.11% 36 
The distance to the competitions 
was suitable 
83.33% 8.33% 0% 0% 2.78% 5.56% 36 
The competition fee was suitable 52.78% 2.78% 0% 0% 0% 44.44% 36 
The competition place was suitable 
for the needs of the competition 
88.89% 8.33% 2.78% 0% 0% 0% 36 
The competitions were not at a 
time what was suitable for me 
8.33% 13.89% 13.89% 55.56% 5.56% 2.78% 36 
It was easy to find information 
about the competition 
44.44% 30.56% 8.33% 0% 11.11% 5.56% 36 
There was a good atmosphere in 
the competition 
72.22% 27.78% 0% 0% 0% 0% 36 
The competition did not fit to my 
goals in judo 
0% 2.78% 5.56% 58.33% 0% 33.33% 36 
Competition arrangements were 
not proficient 
0% 5.56% 8.33% 75% 8.33% 2.78% 36 
There were the needed services in 
the competition 
80.56% 11.11% 0% 0% 5.56% 2.78% 36 
The services had suitable prices 66.67% 13.89% 0% 0% 5.56% 13.89% 36 
The competition arrangements 
fulfilled my expectations 
83.33% 13.89% 0% 2.78% 0% 0% 36 
Total 53.1% 14.38% 3.92% 11.93% 3.43% 13.24% 612 
 
